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Community  Service 
more  than 
Skin  Deep 

I'he  idea;  produce  something  more 
than  a  routine  July  4  special  section, 
anticipating  the  Bicentennial. 

So  The  Daily  Journal  (Wheaton.  111.) 
dug  into  local  area  history.  It  found, 
authenticated  and  photographed  32 
kev  sites,  gained  permission  for  public 
entry  to  manv.  mapped  a  self-con¬ 
ducted  auto  tour.  I  he  same  material 
was  worked  into  a  sound/slide  pro¬ 
gram  seen  by  scores  of  school  and 
adult  liroups. 


C'aught  up  in  the  project,  a  local  bank 
set  up  free  bus  service  to  the  32  sites 
during  Julv  4  week,  had  to  double  orig¬ 
inal  schedules,  still  turned  awav  some 
5,()()0. 

Ihe  special  section  and  sound/slide 
program  are  still  in  use.  Citizens  and 
I  he  Daily  Journal  are  planning  an 
expanded  event  for  this  vear. 

We  view  I'he  Dailv  Journars  role  as 
community  service  that's  more  than 
skin  deep.  It  has  given  its  eommunitv 
greater  knowledge  and  respect  for  it¬ 
self  and  its  American  heritase. 


’1 
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Mima  saw  red 
when  Shahid  Ohad 
leak  command  ol 
our  pressroom. 

It  is  unlikely  that  Shahid  Ohad  is  known 
to  more  than  a  handful  of  our  subscribers  in  Yakima,  Washington. 

Yet,  he  is  an  unsung  hero  of  the  offset  revolution  which  swept  through 
the  pressroom  of  The  Yakima  Uerald-Repiihlic  in  1 964. 

Now,  as  then,  it  is  largely  because  of  Shahid’s  expertise 
that  our  advertisers  and  readers  alike  can  enjoy  high-quality  color  reproduction. 
When  they’re  supposed  to  see  red  —  or  blue, 
or  any  color  in  the  spectrum,  that’s  the  color  they  see! 

Shahid  helped  The  Herald-Repuhlie  win  Editor  &  Publisher’s  ROP  color  award 
for  full-color  advertising  within  a  year  after  we  went  offset. 

Today,  as  pressroom  foreman.  Shahid  is  more  than  ever 
intluential  in  helping  us  win  awards. 

Born  near  the  sand  dunes  of  Minneapolis,  Minnesota, 
of  first-generation  Lebanese  parents. 

Shahid  has  come  to  be  known  as  our  “resident  Arab.” 

He’s  part  of  the  Harte-Hanks  team,  and  dedicated  to  our  belief 
that  you  print  the  best-looking  product  you  can  in  meeting  the  specific  informational 
needs  of  the  communities  we  serve.  At  Harte-Hanks,  quality  is 
what  the  business  is  all  about. 


Shahid 
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You  can  put  this 

newspaper 
lift  truck  in  your 
plant... for  about 
$48  a  week! 

We  call  It  the  GRABBER  . . .  and  it  grabs  news¬ 
print  rolls  up  to  50”  and  stacks  them  5  high. 
Turns  in  a  7V2  foot  radius— converts  from  damp 
to  lift  forks  in  less  than  3  minutes!  This  battery- 
powered  little  work-horse  works  in  and  out  of 
railroad  cars  and  trucks.  Every  truck  Installed 
and  your  people  trained  in  safe  operation.  Call 
Fred  Green  for  information.  312*586*9483 

l^broSouliheQd 

V  DIVISION  OF  GREEN  AND  GREEN  LIMITED^ 

6210  SOUTH  NEW  ENGLAND  DRIVE  •  CHICAGO,  ILLINOIS  60638 


EDITOR  &  PUBLISHER  CALENDAR  OF  EVENTS 

FEBRUARY 

27-March  1 — Alabama  Press  Assn.  Winter  Convention,  Kahler  Plaza,  Bir¬ 
mingham,  Ala. 

27-March  1 — South  Carolina  Press  Assn.  100th  Anniversary  Meeting, 
Mills  Hyatt  House.  Charleston,  S.C. 

27- March  1 — New  England  Association  of  Circulation  Executives  Annual 

Meeting,  Marriott  Motor  Hotel,  Newton,  Mass. 

2&-March  1 — Louisiana  Press  Assn.-Mississippi  Press  Assn.  Joint  Legal 
Clinic,  Lake  Charles,  La. 

28- March  2 — Maryland-Delaware-D.C.  Press  Assn.  Winter  Convention, 

Sheraton  Silver  Spring,  Md. 

MARCH 

i  1 — N.  Y.  State  Society  of  Newspaper  Editors  Seminar,  Covering  Police  & 

Courts,  Syracuse,  N.  Y. 

I  1-4 — Inland  Daily  Press  Assn.  Spring  Meeting,  Fairmont  Hotel,  Atlanta, 

Ga. 

2-8 — ANPA/INPA  Marketing  Seminar,  Harrison  Inn,  Southbury,  Conn. 

I  2-14 — API  Editorial  Page  Editors  and  Writers  Seminar,  Reston,  Va. 

5- 7 — International  Circulation  Managers  Association  Legal  Symposium, 

Reston,  Va. 

6- 8 — Newspaper  Advertising  Executives  Assn,  of  the  Carolinas  Winter 

Meeting,  Mills  Hyatt  House,  Charleston,  S.  C. 

6-8 — Mid-Atlantic  Newspaper  Mechanical  Conference,  Pittsburgh  Hilton, 
j  Pittsburgh,  Pa 

I  9-10 — PNPA  Foundation  Newspaper-in-the-Classroom  Workshop, 
Sheraton-Harrisburg  Inn,  Harrisburg,  Pa. 

9-11 — New  York  State  Publishers  Assn.  Winter  Convention,  Rye  Town 
Hilton  Inn,  White  Plains,  N.Y. 

I  9-11 — Southern  Newspaper  Publishers  Assn.  Production  Conference 
(Western  Division),  Camelot  Inn,  Little  Rock,  Ark. 

9- 12 — SNPA  Foundation  Seminar,  Government  Consolidation,  Vanderbilt 

U.,  Nashville  Tenn. 

10- 11 — Suburban  Newspapers  of  America  Management  Seminar,  Airlie 

House.  Warrenton,  Va. 

10-13 — Washington  Journalism  Center  Conference.  Energy,  Conserva¬ 
tion,  and  Self-Sufficiency,  Washington,  D.C. 

12- 15— National  Newspaper  Assn.  Government  Affairs  Conference.  Stouf- 

fers  National  Center  Inn,  Arlington,  Va. 

13- 14 — New  Jersey  Press  Assn.  Annual  Newspaper  Institute,  Ramada  Inn, 

East  Brunswick,  N.J. 

14- 16 — Mid-America  Press  Institute  Copy  Editing  Seminar,  Sheraton  Air¬ 

port  Inn,  St.  Louis,  Mo. 

15- 16 — Advertising  Executives  Assn,  of  Ohio  Daily  Newspapers  Meeting, 

Sheraton  Motor  Inn  North,  Columbus.  Ohio. 

16- 28 — API  New  Methods  of  Newspaper  Production  Seminar,  Reston,  Va. 

17- 19 — Inter  American  Press  Association,  mid-year  board  of  directors, 

Camine  Real  Hotel,  San  Salvador,  El  Salvador. 

19-21 — SNPA  Editorial  Clinic.  Hyatt  Regency  Hotel.  Atlanta,  Ga. 

19-22 — Annual  Meeting  of  the  American  Association  of  Advertising  Agen¬ 
cies,  Cerromar  Beach  Hotel.  Dorado,  Puerto  Rico. 

21-23 — Midwest  Circulation  Management  Association,  Cosmopolitan 
Hotel,  Denver,  Colo. 

21-26— American  Cancer  Society  Science  Writers  Seminar,  Hilton  Inn. 
San  Diego,  Calif. 

23-25 — Central  States  Circulation  Managers  Assn.  Meeting,  Ambassador 
East  Hotel,  Chicago,  III. 

23-25 — N.Y.  State  Society  of  Newspaper  Editors  Annual  Conference,  Os¬ 
sining,  N.Y. 

23-26 — ANPA  Foundation  Seminar,  Personal  Journalism:  Giving  Readers 
What  They  Want,  Temple  University,  Philadelphia,  Pa. 

28-30— National  Newspaper  Assn.  Annual  Government  Affairs  Confer¬ 
ence,  Lowes  C'Enfant  Plaza  Hotel,  Washington,  D.C. 

APRIL 

3-5 — Tennessee  Press  Assn.  Advertising  Conference,  Music  City  Rode- 
way  Inn,  Nashville,  Tenn. 

3-5— PNPA-lnterstate  Advertising  Managers  Assn.  Display  Advertising 
Conference,  Lancaster  Treadway  Resort  Inn,  Lancaster,  Pa. 

5- 6— North  Carolina  Press  Assn.  Mechanical  Conference,  Hilton  Inn, 

Raleigh,  N.C. 

6- 10 — Newspaper  Purchasing  Management  Assn.  Convention,  PSA  Hotel 

Islandia  on  Mission  Bay,  San  Diego,  Calif, 
i  6-11— PNPA  Foundation  Newspaper  Institute  Reporters  Training  Semi- 
I  nar,  Penn  Harris  Motor  Inn,  Harrisburg,  Pa. 

7- 10— American  Newspaper  Publishers  Assn.  Convention,  Marriott  Hotel, 
'  New  Orleans.  La. 

;  7 — Associated  Press  Annual  Meeting,  Marriott  Hotel,  New  Orleans.  La. 


THIS  DOCTOR 
MAKES  91 MILUON 
HOUSE  CALLS 
EVERY  WEEK. 


This  doctor  is  Lawrence  E.  Lamb,  M.D.  He  makes 
his  house  calls  every  day-now  seven  days  a  week- 
through  417  newspapers.  He  offers  readers  a  rare 
commodity  in  these  days  of  health  fads  and  too-busy 
private  doctors:  solid,  accurate  medical  information 
with  the  personal  touch  of  a  family  physician. 

Readers  read  Dr.  Lamb  every  day.  So  do  their 
doctors.  A  midwestern  editor  wrote:  “Area  physicians 
say  they  make  sure  to  read  Dr.  Lamb  so  they  will  know 
what  their  patients  are  talking  about.” 

That  doctors  read  Dr.  Lamb  is  nothing  new.  He 
has  written  nearly  200  monographs,  papers  and 
books  on  the  many  subjects  within  his  broad  range  of  expertise.  His  series  of  book¬ 
lets  offering  in-depth  answers  to  commonly  asked  questions,  another  feature  of  his 
daily  column,  further  illustrates  his  position  as  America’s  top  medical  columnist. 
Reader-response  booklet  orders  totaled  22,000  in  one  recent  month. 

And  Dr.  Lamb  ;S  highly  regarded  by  his  colleagues.  He  is  a  board-certified  car¬ 
diologist  and  internist  with  professional  credentials  in  the  area  of  diet  and  nutrition. 
He  is  also  a  member  of  the  President’s  Council  on  Physical  Fitness  and  Sports. 

Doctors  don’t  make  house  calls  anymore?  Ours  does.  Dr.  Lamb  is  ready  to  visit 
every  home  in  your  circulation  area.  Call  Dick  Johnson  or  Ron  Hawkins  (collect 
216-621-7300)  to  make  an  appointment. 

Newspaper 
Enterprise 
Association 

(Details  on  Dr.  Lamb  readership  available  upon  request)  new  york  and  Cleveland 
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Now  available . . . 


By  Lenora  Williamson 
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Editor  &  Publisher 

MARKET 

GUIDE 

Complete  data  on  more  than 
1,500  daily  newspaper  markets 
including  .  .  . 

1975  E&P  ESTIMATES  ON: 

•  Total  and  per  household  income 

•  Retail  sales  (9  categories) 

•  Population 

•  Households 


MARKET-BY-MARKET  SURVEYS, 
INCLUDING  LISTINGS  OF: 


Department  stores 
Food  chains 
Drug  chains 
Variety  stores 
Discount  stores 


Industries 

Wages,  employment 
Climate,  weather 
Utilities 

Auto  registrations 


.  .  .  and  other  important  market  indicators 
for  all  U.S.  and  Canadian  daily  newspaper  I 
markets  i 


Order  your  copy  now  ...  I 

^  Write  for  special 

$20  per  copy  ;;'rJ^r4S:r  | 

Editor  6l  Publisher  ' 

850  Third  Avenue,  New  York,  N.Y.  10022  j 

(212)  752-7050  ! 


IT'S  STYLE  TIME — But  it  doesn’t  have  to  do  with  the 
Easter  Parade.  Rather,  at  long  last,  the  news  is  that  there 
will  be  a  complete  review  of  the  joint  stylebook  used  by 
Associated  Press  and  United  Press  International.  A 
number  of  revisions  are  expected  as  committee  represen¬ 
tatives  of  each  wire  services  all  get  down  to  dotting  the  i’s 
and  crossing  the  t’s  in  a  1975  fashion.  For  UPI,  the  rep¬ 
resentatives  are  associate  editor  Paul  G.  Eberhart,  gen¬ 
eral  news  editor  Bobby  Ray  Miller  and  executive  sports 
editor  Mike  Hughes.  For  Associated  Press:  Lou  Boccardi, 
vicepresident  and  executive  editor;  Robert  H.  Johnson, 
managing  editor;  Martin  Sutphin,  administrative  assis¬ 
tant  to  the  managing  editor,  and  Howard  Angione,  general 
desk  supervisor.  Good  luck,  one  and  all. 

*  *  « 

SIZING  UP  LETTERS  TO  THE  EDITOR— Arizona  Star  let¬ 
ters  from  readers  these  days  often  arrive  at  the  office 
written  on  newsprint  measuring  two  inches  by  22Vis  inches. 
Subscribers  are  neatly  recycling  the  strips  of  blank  news¬ 
print  falling  out  of  the  Star  to  make  their  complaints  on 
same.  The  strips  “fall  into  the  coffee  . . .  clutter  up  the  floor 
.  .  .  mess  up  the  bed  .  . 

It’s  all  happening  because  the  Star  has  changed  to  split 
62-inch  paper  rolls.  But  until  the  64-inch  rolls  are  used  up 
the  Tucson  daily  anticipates  more  2  x  22Vi  inch  Letters  to 
the  Editor. 

*  *  * 

LITERALLY  A  SNOW  JOB — The  Omaha  World-Herald  put 
out  a  special  8-page  “Blizzard  of  ’75”  Section  in  its  full 
Sunday  circulation  of  over  280,000  on  January  19.  But  that 
was  only  the  beginning.  A  special  press  run  of  10,000  copies 
of  the  section  devoted  entirely  to  blizzard  news  (no  adver¬ 
tising)  was  run  the  following  Monday,  and  by  the  end  of 
the  month  a  second  run  of  20,000  copies  had  to  be  made. 
The  mailed  copies  went  for  35c  and  the  over  the  counter  for 
25c.  Largest  single  order  of  32  copies  was  from  a  local 
monastery. 

On  the  back  page  of  the  section  is  World-Herald  car¬ 
toonist  Ed  Fisher’s  portrait  of  the  great  day.  Captioning 
his  effort  a  “souvenir  picture  of  Omaha  during  the  Great 
1975  Blizzard,”  Ed  just  drew  a  border  around  a  lot  of 
snow-white  blank  space,  making  the  point  exactly. 

*  *  * 

AROUND  THE  PRAVDA  PLANT— Gloria  Biggs,  editor  and 
publisher  of  the  Melbourne  (Fla.)  Evening  Times  writes 
about  her  tour  of  the  Pravda  plant  during  a  vacation  in 
Russia.  In  the  current  Gannetteer,  Gloria  reports  women 
were  much  in  evidence  in  the  production  department,  but 
she  was  told  there  were  no  women  on  the  Editorial  Board. 
The  explanation  shattered  her  image  of  Russian  ad¬ 
vancement  in  women’s  rights:  “We  have  no  women  be¬ 
cause  the  Editorial  Board  members  must  work  hard  and 
often  must  work  at  night.” 

Gloria  asked  about  computers  and  whether  the  news¬ 
paper  had  CRTs  or  VDTs.  She  got  a  puzzled  look  and 
promptly  explained  that  the  latter  looked  like  a  typewriter 
with  a  small  television  screen.  Came  the  relieved  answer: 
“Oh  yes,  we  have  those,  but  they  don’t  have  TV  screens.” 

m  *  * 

SOME  GOOD  NEWS,  FINALLY— In  one  of  the  interviews 
granted  by  The  New  Yorker’s  editor  William  Shawn 
acknowledging  press  attention  to  the  weekly’s  50th  an¬ 
niversary,  the  one-time  Las  Vegas  Optic  reporter  told  the 
Washington  Post’s  Phil  Casey  that  he  thinks  despite  hard 
times  “humor  is  beginning  to  flow  more  readily  even  in  our 
own  office”  but  hedges  that  humor  is  hard  to  come  by  at 
any  time  since  “funny  people  are  rare.”  The  Chicago-born 
editor’s  early  newspaper  job  in  Las  Vegas  was  after  a 
couple  of  years  of  college  and  his  salary  was  around  $35  a 
week.  He  next  got  a  photo  editor  job  back  in  Chicago  and 
found  himself  a  newspaperwoman  bride  Cecile  Lyon.  They 
went  off  to  Europe  and  once  back  in  New  York,  Shawn  got 
a  job  with  The  New  Yorker — at  $2  an  inch  when  his  pieces 
appeared  in  The  Talk  of  the  Town. 
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•THE  fourth  estate 

Robert  U  Brown  James  Wright  Brown 

Publisher  and  Editor  Publisher,  Chairman  of  the  Board.  1912-1959 
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Member,  American 
Business  Press.  Inc. 


6  mo  average  net  paid  Dec.  31.  1974 — 25,517 
Renewal  rate — 77  49% 


Newspapers  versus  television 

Much  has  been  written  about  plans  of  television  broadcasters  to 
capture  a  larger  slice  of  the  retail  advertising  pie  by  taking  it  away 
from  newspapers.  While  they  are  casting  envious  eyes  at  the  green 
grass  on  the  other  side  of  the  street,  newspapers  are  making  in¬ 
roads  into  some  national  ad  accounts  that  broadcasters  have  con¬ 
sidered  to  be  their  own  exclusively. 

The  biggest  news  has  to  do  with  the  plans  of  Procter  &  Gamble, 
the  largest  user  of  television  for  the  last  15  years,  to  go  more 
heavily  into  newspapers  for  many  of  its  products.  It  is  estimated 
that  last  year  P&G  spent  90%  of  its  $300  million  budget  in  televi¬ 
sion  while  newspapers  got  only  $2  million. 

When  the  leader  in  the  packaged  goods  industry  makes  such  a 
move,  it  is  likely  its  competitors  will  follow  suit. 

Still  others  will  see  the  light  when  they  read  the  results  of  two 
surveys  proving  once  again  that  people  watch  television  programs 
but  not  the  commercials  (page  7). 

Advertisers  who  find,  as  one  survey  did,  that  in  spite  of  the  high 
audience  rating  of  a  program  (the  Superbowl)  less  than  1%  could 
recall  the  commercials  of  five  advertisers  who  paid  $250,000  per 
commercial  minute  for  the  time,  they  will  have  some  serious 
doubts  about  the  medium. 

The  time  of  the  newspaper  is  here. 


Ad  figures  for  1974 

It  has  been  reported  (E&P,  Feb.  15,  page  27)  that  total  advertis¬ 
ing  expenditures  in  newspapers  during  1974  were  up  2.7%.  This 
percentage  is  based  on  dollar  projections  of  Media  Records  linage 
figures.  Unfortunately,  the  total  linage  figures  are  not  released. 

Increased  advertising  rates  this  year  plays  a  part  in  this  percent¬ 
age  increase.  It  is  easy  to  assume,  therefore,  that  total  advertis¬ 
ing  linage  in  newspapers  was  down  last  year  compared  to  1973.  But 
an  examination  of  Media  Records  city-by-city  linage  reports  in 
E&P  shows  that  some  newspapers  had  gains  while  others  had 
losses.  It  wasn’t  all  bad. 

A  truer  comparison  of  how  newspaper  advertising  fared  last  year 
may  be  in  the  newsprint  consumption  reports.  ANPA  says  total 
consumption  was  down  only  1.3%.  In  view  of  the  conservation 
measures  being  practiced  by  all  newspapers  this  is  a  remarkably 
small  drop. 

It  indicates  to  us  that  the  total  linage  picture  was  a  lot  healthier 
than  is  generally  believed. 


The  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

with  which  have  been  merged;  The  Journellet  eeteb- 
llthed  March  22,  18M;  Newapaperdom  eatabllahed 
March,  1892;  the  Fourth  Eatata  March  1, 1894;  Editor  8 
Publlaher,  June  29,  1901;  Advartlaing,  January  22, 
1925. 


Managing  Editor:  Jerome  H.  Walker,  Jr. 


Aaaoclate  Editors:  Darrell  Leo,  Carla  Rupp, 
Lenora  Williamson,  Earl  W.  Wilken.  Edito¬ 
rial  Aaalatant:  Jane  Levere. 


Midwest  Editor:  Gerald  B.  Healey. 


Washington  Correspondent:  I.  William  Hill. 


Advertising  Manager:  Ferdinand  C.  Teubner. 


Salas  Representatives:  Richard  J.  Flynn, 
Michael  R.  Harvey,  Donald  L.  Parvin, 
Richard  E.  Schultz,  Donald  W.  Stribley. 


Advertising  Production  Manager:  Bernadette 
I  Borries. 

Assistant  to  the  Publisher  and  Promotion 
'  Manager:  George  Wilt. 

i 

Circulation  Director:  George  S.  McBride. 

Classifled  Advertising  Manager:  Virginia  Ann 
!  Stephenson. 

! 

{  Marketing  and  Research  Manager:  Albert  E. 
Weis. 


Librarian:  Adelaide  Santonastaso. 


OFFICES 

General:  850  Third  Avenue.  New  York.  N  Y.  10022. 
Phone:  212-752-7050.  TELEX  12  5102. 

Chicago:  111  East  Wacker  Drive.  60601.  Phone:  312- 
565-0123.  Gerald  B.  Healey.  Editor:  Richard  E. 
Schultz,  Donald  W.  Stribley.  Advertising  Represen¬ 
tatives. 

Lot  Angelet:  1830  West  8th  Street.  90057.  Phone: 
213-382-6346  Scott.  Marshall.  Sands  &  Latta.  Inc.. 
Advertising  Representatives. 

San  Francisco:  433  California  St..  Suite  505.  94104. 
Phone:  415-421-7950.  Scott.  Marshall.  Sands  &  Lat¬ 
ta.  Inc..  Advertising  Representatives. 

Washington:  1295  National  Press  Building, 
Washington.  D.C.  20045.  Phone:  202-628-8365.  I. 
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Revelations  in  Peru 

If  there  is  still  anyone  who  believes  that  the  Peruvian  expropria¬ 
tion  of  newspapers  last  summer  was  a  benign  move  to  continue 
their  independence  and  merely  turn  them  over  to  local  and  social 
economic  groups  in  the  country,  the  action  of  the  government 
while  suppressing  the  recent  police  strike  should  change  their 
minds.  Army  tanks  not  only  put  down  the  police  action  but  were 
used  to  quell  civilian  protests,  and  the  expropriated  newspapers 
under  government  orders  printed  not  a  line  about  the  strike  or  the 
riots  or  the  army  action.  That  is  freedom  of  the  press  under  the 
Peruvian  dictatorship. 
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An  unanswered  question: 

^^What  good  is  any  state  shield  law 
as  long  as  all  states  don  H  provide 
equal  protection  to  confidential 
sources  and  unpublished  information?^^ 

By  Peter  Bridge 

National  Star 


It’s  long,  it’s  technical,  it’s  even  a  bit 
confusing.  But  it’s  real  as  morning  and 
important  as  sunshine. 

The  bottom  line  is  a  question :  “What 
good  is  any  state  shield  law  as  long  as 
all  states  don’t  provide  equal  protection 
to  confidential  sources  and  unpublished 
information?” 

According  to  Joel  M.  Gora  in  the 
ACLU  handbook,  “The  Rights  of  Re¬ 
porters,”  half  the  United  States  have 
adopted  newsmen’s  privilege  statutes  in 
one  form  or  another.  Numerically,  of 
course,  that  is  a  correct  statement.  Con¬ 
ceptually,  it’s  another  matter,  for  some 
of  those  so-called  “privilege”  statutes 
aren’t  worth  the  paper  they’re  printed 
on.  This  is  an  important  ingredient  to 
the  problem  which  almost  reached  a 
conclusion  last  month  before  becoming 
moot. 

Force  testimony 

It  involved  an  attempt  by  a  band  of 
New  Jersey  defense  attorneys  in  a  mob 
murder  trial  in  that  state  to  force  testi¬ 
mony  from  a  New  York-based  reporter. 

New  York  in  1970  adopted  one  of  the 
nation’s  strongest  shield  laws,  which 
protects  both  source  identity  and  un¬ 
published  information.  Despite  some 
imperfections,  it  is  far  stronger  than 
the  so-called  shield  in  New  Jersey, 
which  is  one  of  those  bogus  privileges 
I  spoke  about  earlier. 

The  New  Jersey  attorneys  were  rep¬ 
resenting  nine  defendants  in  the  mur¬ 
der-robbery-conspiracy  trial  of  members 
of  the  Campisi  mob  clan  in  that  state. 
For  months,  their  main  effort  was  to 
derail  the  trial  by  an  assortment  of 
means  defying  description. 

I  am  a  reporter  for  the  National 
Star,  a  widely-circulated  weekly  which 
is  published  in  New  York,  a  shield  law 
state.  I  work  in  the  Star  offices  in  New 
York,  and  have  always  expected  to  be 
protected  by  that  state’s  shield  law. 

Telephone  inter\iew 

When  a  story  I  wrote  about  a  tele¬ 
phone  interview  with  one  Ira  Pecznlck 
appeared  in  the  Star,  the  telephone 
lines  suddenly  became  very  busy  be¬ 
tween  Mount  Holly,  N.J.  site  of  the 
Campisi  trial,  and  New  York.  The  ink 
had  hardly  dried  on  the  Pecznick  story 
when  one  of  the  defense  attorneys, 
Seymour  Weinblatt  called  and  inv’ited 
me  down  for  a  “chat”  about  the  story. 
He  said  he  wanted  to  know  how  I  had 
verified  that  I  was  indeed  talking  to 
Pecznick — with  whom  did  I  check. 


Ira  Pecznick  was  to  be  a  state  wit¬ 
ness  against  the  Campisis.  A  former 
member  of  the  gang,  he  had  traded 
freedom  from  a  life  sentence  for  mur¬ 
der  for  his  testimony,  and  had  been 
held  in  State  Police  protective  custody 
for  almost  three  years. 

Now,  even  under  the  very  narrow 
rulings  in  New  York  that  a  specific 
promise  of  confidentiality  be  given 
sources  before  the  shield  law  applied, 

I  was  on  safe  ground  in  New  York. 
But  under  New  Jersey  rules  {in  re 
Bridge,  1972)  I  didn’t  have  a  prayer. 

Subpoena  served 

Needless  to  say,  I  declined  the  in¬ 
vitation  and  prepared  for  the  worst, 
which  started  before  the  week  was  out. 
While  away  on  an  assignment  the  fol¬ 
lowing  Saturday,  a  process  server  de¬ 
livered  a  subpoena  to  my  house  in 
Belleville,  New  Jersey,  but  never  saw, 
talked  to,  or  heard  from  me.  Service 
was  improper. 

I  admit  becoming  somewhat  emo¬ 
tional  at  the  whole  situation.  I’ve  been 
through  this  once  before.  Knowing  these 
attorneys  would  insist  on  asking  me  the 
one  question  they  were  certain  I  would 
not  answer,  I  concluded  that  I  was 
headed  for  the  hoosegow  once  again 
unless  I  could  figure  a  way  out. 

The  following  Monday,  Howard 
Squadron,  attorney  for  the  Star  told 
me  it  would  be  a  pretty  good  idea  if  I 
stayed  in  New  York  until  the  matter 
was  resolved.  The  only  way  they  could 
ser\’e  me  in  New  York  was  through 
application  in  a  New  York  court,  he 
said.  It  was  the  beginning  of  14  weeks 
of  New  York  living,  less  than  20  miles 
from  my  home.  The  period  covered 
Thanksgiving,  Christmas,  New  Year’s 
Day,  my  daughter’s  and  my  wife’s 
birthday.  They  visited  me  on  weekends, 
just  like  jail. 

Publisher  support 

But  there  was  good  news,  too.  K. 
Rupert  Murdoch,  owner  and  publisher 
of  the  Star,  personally  assured  me  that 
he  would  back  me  “all  the  way”  on 
this  thing,  a  promise  he  kept  in  spades. 

I  spent  a  month  or  so  living  in  hotels 
in  New  York,  then  finally  started  to 
share  an  apartment  in  Brooklyn  with 
a  friend  at  the  paper. 

Finally,  on  December  3,  another  of 
the  defense  attorneys  showed  up  at  the 
Star  posing  as  a  man  who  wanted  to 
give  me  some  information  about  corrup¬ 
tion  in  government.  Once  he  was  sure 
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I  was  Peter  Bridge,  he  handed  me  a 
wrinkled  piece  of  paper  ordering  me 
to  show  cause  in  Manhattan  Supreme 
Court  why  I  should  not  be  ordered  to 
testify  in  New  Jersey.  I  was  served 
at  12:40  and  ordered  to  appear  at  2 
p.m. 

It  was  lunchtime,  and  Howard 
Scjuadron  was  not  available.  I  phoned 
Judge  George  Roberts’  court  and  told 
him  this,  asking  that  the  matter  be  put 
off  until  the  next  day.  I  was  told  to 
appear  with  or  without  counsel. 

I  reached  Squadron  about  1:45  and 
he  phoned  the  judge  who  informed  my 
attorney  that  he  had  no  intention  of 
deciding  anything,  but  merely  to  order 
me  back.  He  would  hear  nothing  of  a 
hearing  on  the  matter. 

CoiirtriKun  scene 

Judge  Roberts’  courtroom  was  trans¬ 
formed  into  a  theater  of  rage — real  or 
histrionic — when  I  failed  to  appear 
that  day  .  .  .  and  the  next.  The  defense 
attorneys  demanded  my  arrest;  con¬ 
tempt  citations;  whatever  judicial  vio¬ 
lence  could  be  wrought.  Judge  Roberts 
threatened  me  with  everything  from 
civil  and  criminal  contempt  to  “arrest 
on  the  street”  for  my  lack  of  appear¬ 
ance.  He  denied  a  hearing,  just  as  he 
said  he  would  in  the  first  phone  call, 
and  signed  a  subpoena  order  that  I  ap¬ 
pear  in  New  Jersey  the  following  Mon¬ 
day. 

Three  things  happened  the  following 
Monday:  I  disappeared;  a  more  tem¬ 
perate  appellate  judge  advised  Judge 
(Continued  on  page  24) 
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“I  depend  upon  The  New  York  Times  for  its  depth 
of  coverage,  thoroughness,  objectivity  and  accu¬ 
racy.  I  admire  The  Times’  professional  touch,  a 
mark  of  highly  talented  reporters  and  editors.  And, 
I  have  great  respect  for  The  Times’  perceptive  col¬ 
umns  and  editorials  that  put  events  into  focus. 

William  D.  James.  Editor 
Great  Falls  TVibune 
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‘Foil  Ve  throwing  away  press  capacity’ 


Publisher  questions  move 
to  narrower  roll  widths 


By  Gerald  B.  Healey 


Strong  opposition  to  the  conversion 
of  newspaper  press  and  composing 
equipment  to  accommodate  narrower  55 
or  56-inch  newsprint  rolls  appears  to 
be  developing  along  various  fronts. 

That  became  apparent  this  week 
when  Editor  &  Publisher  talked  with 
Robert  N.  Brown,  president  of  Inland 
Daily  Press  Association  and  president 
of  Home  News  Enterprises,  Columbus, 
Indiana,  concerning  the  upcoming 
March  1-4  meeting  of  the  association 
at  Atlanta,  Georgia. 

Included  in  the  March  3  program  of 
Inland’s  90th  anniversary  conference  is 
a  late-afternoon  panel  “Should  the  6- 
Column  Format  be  Standard?” 

Vic  Modeer,  executive  vicepresident, 
St.  Joseph  (Mo.)  Nejcs-Press  and  Ga¬ 
zette  will  chair  the  panel  and  panelists 
are  Jack  Backer,  Indiana  University 
Department  of  Journalism,  and  James 
W.  Kirkman,  North  Platte  (Neb.)  Tele¬ 
graph  publisher. 

BrovTi  said  that  Inland  members  are 
vitally  concerned  over  what  appears 
to  date  to  be  a  lack  of  standardization 
so  far  as  formats  are  involved  and 
that  advertisers  who  prepare  camera- 
ready  copy  for  newspapers  are  in  the 
dark  as  to  what  sort  of  specifications  to 
use. 

Brown,  emphasizing  that  he  does  not 
speak  for  all  Inland  members  (more 
than  500  newspapers  throughout  the 
east,  midwest  and  north  central  states) , 
says  he  is  not  completely  in  accord 
with  the  trend  towards  narrower 
newsprint  rolls.  He  said  he  has  noted 
the  concern  of  many  Inland  members 
that  narrower  web  width  is  not  the  so¬ 
lution  to  the  economic  squeeze  that  pa¬ 
pers  find  themselves  in  because  of  ris¬ 
ing  newsprint  costs. 

Current  tonnage  prices 

[The  traffic  department  of  the  .Amer¬ 
ican  Newspaper  Publishers  .Association 
at  Reston,  Va.  says  these  are  the  cur¬ 
rent  per  ton  charges  for  various 
weights  of  standard  newsprint:  28%- 
pound,  $273.32  to  $284 ;  30-pound  which 
is  generally  in  use,  $260  to  $270;  32- 
pound,  $240  to  $243.44;  27.7-pound, 
$282.] 

Brown  cited  reasons  for  not  getting 
excited  about  the  apparent  heavy 
swing  to  narrower  rolls,  which  would 
reduce  page  sizes  by  1  inch  to  1% 
inches:  Increased  roll  handling  costs. 


increased  wrapper  waste,  decreases  in 
the  available  capacity  of  the  press. 
The  latter  could  result  in  eventual 
additions  to  press  units.  Brown  said, 
and  the  necessary  extra  manning  for 
papers  w’ith  manning  clauses  in  union 
contracts. 

In  addition,  he  said,  more  webs  going 
into  the  press  folder  will  necessitate 
the  upgrading  of  existing  folders  or 
the  addition  of  a  second  folder. 

“.At  first  glance,”  Bro\vTi  continued, 
“the  narrower  web  is  a  money  saver, 
but  there  ought  to  be  some  closer  looks 
taken  at  the  entire  situation.” 

He  said  that  larger  newspaners  can 
force  the  issue  of  the  necessity  to  in¬ 
crease  the  cost  of  advertising  space, 
but  non-metro  papers  probably  would 
encounter  road-blocks  in  those  direc¬ 
tions. 

“Of  course  the  logical  thing  to  do  in 
going  to  the  6-column  format  is  to  raise 
the  cost  of  space.”  Brown  said.  “The 
whole  thing  then  becomes  a  matter  of 
inches.  .A  narrower  paper  would  be 
giving  the  advertiser  less  space  for  his 
dollar,  which  many  of  us  think  is  a 
foolish  solution  to  the  saving  of  news¬ 
print  and  subsequently  the  hundreds  of 
thousands  of  dollars  that  newsprint 
price  increases  cost.” 

Brown  argued  that  the  newshole  and 
sizes  of  news  columns  can  be  further 
reduced  at  the  risk  of  lowering  the 
quality  of  the  newspaper;  also  the  num¬ 
ber  of  square  inches  of  advertising  can 
be  reduced,  but  he  submitted  that  the 
smaller  newsprint  costs  to  medium-size 
papers  must  be  taken  into  account 
when  attempting  to  balance  this  cost 
against  the  waste  of  equipment  that  he 
said  would  follow  wdth  conversion  to 
narrower  widths. 

Questions  change 

There  certainly  is  a  big  question 
mark  connected  w'ith  whether  medium 
and  small  newspapers  should  change. 
Brown  said.  He  believes  the  smaller 
paper  would  be  hurt  at  a  time  when 
it  needs  added  press  capacity. 

He  pointed  to  the  present  68-inch, 
64  and  60-inch  webs  now  in  use  and 
said  that  difference  of  13  inches  be¬ 
tween  a  55-inch  web  and  a  68-inch  w’eb 
would  mean  “you’re  throwing  away 
IfiC'f  of  your  press  capacity.” 

‘  The  big  question  today  is  ‘w’hat’s 
the  other  publisher  doing’  and  the 


hangup  when  you’ve  asked  that  ques¬ 
tion  is  the  advertising  format,”  Brown 
noted. 

“If  you  don’t  accommodate  the  Pen- 
ney’s.  Sears  and  the  others  with  their 
camera-ready  copy  you’re  going  to  have 
to  reset  the  whole  thing  to  meet  any 
new  standards.  This  is  why  it  is  ad¬ 
visable  not  to  rush  into  the  narrow 
width  thing  without  a  good  hard  look 
at  the  consequences.” 


SUCCESS! — Joe  Jennings,  editor  of  the 
Daily  Journal,  center,  smiles  his  approval  of 
the  first  edition  of  'The  Spirit  of  76,"  along 
with  makeup  editor  Vince  Slavin  and  reporter 
Jean  Toddie. 


76  Bicen  sections 
to  be  published  by 
N.J.’s  oldest  paper 

Joe  Jennings,  editor  of  the  Daily 
Journal  of  Elizabeth,  New  Jersey,  has 
dreamed  up  a  Bi-Centennial  program 
in  a  brain-storming  session  with  Rudy 
Mazurosky,  the  paper’s  advertising  di¬ 
rector.  If  nothing  else,  it  will  assure 
Jean  Toddie,  a  reporter,  a  job  from 
now  until  July  4,  1976. 

Toddie’s  assignment — fill  a  supple¬ 
ment  for  the  76-week  span  leading  to 
the  July  4th  celebration  in  1976 — with 
stories,  sketches,  photos  of  Early  Amer¬ 
ica. 

“There  was  one  very  large  catch,” 
said  Jean,  “all  the  material  had  to 
relate  to  events  before  the  Declaration 
of  Independence.” 

The  four-page  w’eekly  supplement, 
“Spirit  of  76”  made  its  first  appear¬ 
ance  on  January  24. 

The  entire  back  page  of  the  supple¬ 
ment  will  hopefully  be  devoted  to  a 
list  of  sponsors. 

“When  all  76  weekly  supplements 
have  been  run  w'e  hope  to  make  them 
available  in  hard-back  book  form,”  said 
Jennings. 

The  Daily  Journal  is  the  oldest 
newspaper  in  Ne\v  Jersey  and  one  of 
the  oldest  newspapers  in  .America.  It 
has  been  published  continuously  since 
1779. 
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Circulation  promotion 


begins  closer 

With  monthly  bills  jumpinp  to  $4  and 
hiphor,  newspaper  prices  are  testing 
the  resourcefulness  of  circulation  man¬ 
agers  and  their  sales  staffs. 

The  shift  in  priorities  for  circulation 
promotion  activities  was  underscored  in 
a  survey  just  completed  by  the  South¬ 
ern  Newspaper  Publishers  As.sociation. 
No.  1  on  the  list  is  an  effort  to  rebuild 
circulation  in  the  home  city  and  im¬ 
mediate  environs.  No.  2  is  an  intensified 
sales  and  .service  proRram  to  attract 
subscribers  in  apartment  colonies. 

During  the  last  annual  meeting  of 
SNPA  in  Septemlx'r,  about  50  dailies 
reported  price  increases  had  been  put 
into  effect  in  1974.  Since  then  SNPA 
has  received  information  from  .‘?0  more 
papers  that  have  raised  rates. 

No  set  pattern  was  evident  in  the 
pricing  policies  but  there  appeared  to 
be  a  definite  trend  away  from  discounts 
and  toward  premiums  for  home  deliv¬ 
ery.  In  many  instances  the  biggest  per¬ 
centage  increase  was  applied  to  Sunday 
editions. 

SNPA’s  report  on  the  recent  survey 
concluded,  “After  struggling  through 
a  period  of  newsprint  and  gasoline 
shortages,  newspaper  circulation  de¬ 
partments  are  now  grappling  with 
soaring  prices  in  a  sagging  economy. 
It  may  l)e  a  toss-up  as  to  which  situa¬ 
tion  is  the  frying  pan  and  which  is  the 
fire.” 

Doniiiianl  tlirnir 

In  a  mid-1974  survey  among  SNPA’s 
larger  papers,  a  cutback  in  “fringe” 
area  circulation  was  a  dominant  theme. 
Most  of  the  CMs  responding  to  the  sec¬ 
ond-round  sur\ey  expressed  satisfaction 
with  the  results  of  the  effort  to  reduce 
expensive  distribution  of  what  some 
publishers  call  “ego”  circulation. 

Ron  Smith,  St.  Petcrshurq  (Fla.) 
Timt’K,  said  he  saved  about  50,000  gal¬ 
lons  of  gasoline  by  stopping  deliveries 
in  nine  counties  far  away  from  the 
home  plant.  Now,  he  added,  the  circu¬ 
lation  effort  is  concentrated  on  a  six- 
county  central  area  and  a  net  gain 
over  last  year’s  total  is  in  view. 

Sharpest  cutback  has  been  made  by 
the  Jacksonville,  Fla.  morning,  evening 
and  Sunday  papers  “for  reasons  of  gen¬ 
eral  economics.”  The  losses  will  be  re- 
cnu))eil  in  the  central  area,  according  to 
G.  S.  Cox  Jr.,  marketing  director.  He 
was  one  who  found  a  potential  for 
growth  in  apartments.  A  special  depart¬ 
ment  administers  the  apartment  dis¬ 
tributorship  jirogram.  Sixteen  distrib¬ 
utorships  handle  only  apartments. 

The  XnslivUle  (Tenn.)  Uniiner  and 
Tenncsneav  have  eliminated  out-of-state 
.street  sales  and  subsidies  for  distribu¬ 
tors.  Two  price  increases  in  1974  cost 
the  newspapers  about  10  percent  of 
their  circulation.  The  daily  &  Sunday 
rate  was  Iwosted  to  $1  a  week  in  April 


to  home 

and  then  the  Sunday  price  w'as  raised 
from  ;I5<‘  to  50<  in  December. 

M«»re  reliable  eolleetioii 

Many  papers  other  than  those  in  the 
SNPA  survey  are  finding  that  subscrib¬ 
ers’  payments  direct  to  the  office  in¬ 
crease  revenue.  It’s  a  more  reliable 
system  than  carrier  collections.  How¬ 
ever,  where  bank  credit  cards  have  been 
allowed  for  payments,  subscribers 
haven’t  shown  much  interest.  Some  cir¬ 
culators  think  it’s  because  the  amounts 
are  small.  Generally,  the  fee  paid  by 
the  newspaper  is  around  5%. 

Computer  billing  may  be  an  answer 
to  serving  multi-family  units.  And  sev¬ 
eral  papers  in  the  South  reported  they 
are  organizing  adult  carrier  systems, 
particularly  for  morning  routes. 

The  Knight-Ridder  newspapers  in 
Charlotte,  N.C.  decided  to  continue 
fringe-area  circulation  because  they  can 
use  the  publishing  company’s  freight- 
hauling  subsidiary  to  deliver  bundles 
on  their  regular  trips  to  outlying  areas. 
However,  circulation  director  Jack 
Doyle  said  promotional  dollars  will  not 
be  spent  in  the  outer  zones. 

Also  in  the  category  of  “state  news¬ 
papers,”  the  Birmingham  (Ala.)  News 
and  Post-Herald  are  maintaining  what 
is  left  of  circulation  in  distant  zones 
after  a  series  of  cuts  in  1971.  “Hikes  in 
prices  could  alter  the  picture,”  the  Bir¬ 
mingham  report  noted. 

In  the  city  zone,  the  Birmingham  pa¬ 
pers’  circulation  has  risen  to  the  high¬ 
est  point  in  10  years — 128,000 — and  is 
holding,  Guy  Carter  said.  Even  street 
sales  are  up  and  an  apartment  delivery 
program  is  under  way.  Carter  added, 
“we’re  lucky  to  be  holding  on  to  the  10- 
cent  newspaper.” 

The  10^  pledge 

The  15-cent  weekday  paper  is  com¬ 
ing  fast  in  the  southern  cities  but  the 
Paris  (Tenn.)  Post-Intelligencer  re¬ 
cently  promised  to  stay  at  10  cents. 

“This  thing  has  got  to  stop  some¬ 
where,”  said  the  paper,  “and  we  are, 
in  a  very  small  way,  trying  to  start 
some  sort  of  example  by  keeping  the 
price  of  our  paper  at  a  dime.  It’s  about 
the  only  thing  left  that  one  can  buy 
for  a  dime  anymore.” 

The  Fort  Worth  (Tex.)  Star-Tele¬ 
gram  was  an  early  convert  to  the  policy 
of  slicing  unprofitable  circulation.  Dras¬ 
tic  cutbacks  to  western  Texas  and  New' 
Mexico  were  made  a  year  ago  and 
Faires  Kuykendall,  circulation  director, 
said,  “we  feel  happy  with  the  results 
of  that  move.”  He  reported  street  sales 
gaining  despite  an  increase  to  Ifif  a 
copy. 

When  the  Columbia  (S.C.)  State  and 
Record  told  subscribers  in  outlying 
areas  they  would  have  to  pay  mailing 
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costs  on  top  of  the  regular  rate,  they 
lost  3,000  subscribers.  But  some  have 
been  regained  in  the  past  year.  J.  K. 
Davis,  circulation  manager,  also  re¬ 
ported  that  rack  sales  have  been  climb¬ 
ing  steadily  in  the  city. 

Special  promotions  usually  accom¬ 
pany  or  predate  price  increases,  south¬ 
ern  circulators  said.  St.  Petersburg 
Times  had  a  noteworthy  one.  With  a 
three-month  subscription,  residents  of 
a  county  area  where  the  drive  w’as  cen¬ 
tered  received  one  of  six  prints  of 
water  colors  by  a  w'ellknown  local  art¬ 
ist  and  a  free  classified  ad  for  a  w'eek. 
Subscribers  may  get  additional  prints 
with  each  three-month  renewal.  New 
parents  and  newlyweds  are  offered  two- 
week  subscriptions  free. 

Pricing  varies 

Here  are  some  samples  of  circulation 
pricing  by  SNPA  member  papers: 

Oklahoma  City  Daily  Oklahoman — up 
10  cents  to  65  cents  a  week  for  six-day 
home  delivery. 

Tulsa  Tribune  and  World — 15f  a 
copy,  56  cents  a  week  or  $2.40  a  month 
for  six-day  delivery,  81  cents  a  week 
or  $3.50  a  month  w'ith  Sunday  edition. 

Louisville  Courier- Journal  and  Times 
— from  60^  to  for  six  weekday  is¬ 
sues,  $1.05  a  W'eek  for  daily  &  Sunday. 

Lexington  (Ky.)  Herald  and  Leader 
— $1  per  week  for  one  daily  &  Sunday. 

Galveston  (Tex.)  Daily  News — from 
$2.90  to  $3.25  a  month. 

Asheville  (N.C.)  Citizen  &  Times — 
from  85  cents  to  $1  a  w'eek  for  both 
daily  and  Sunday  editions. 

Athens  (Tenn.)  Post-Athenian  — 
$2.38  a  month. 

Lubbock  (Tex.)  Avalanche — $4.95  a 
month  for  morning,  evening  and  Sun¬ 
day. 

Dallas  (Tex.)  Morning  Nervs — $3.50 
a  month. 

Johnson  City  (Tenn.)  Press-Chron¬ 
icle — $3.90  a  month. 

Fort  Lauderdale  (Fla.)  News  — 
seven-day  home  delivery  from  90  cents 
to  $1.05  a  week. 

Greenville  (S.C.)  News  and  Pied¬ 
mont — $4.35  a  month. 

Pensacola  (Fla.)  News  and  Journal 
— from  $1.10  to  $1.25  a  w'eek  for  seven 
day  delivery  of  either  paper;  $1.50  a 
week  for  both  morning  and  evening  edi¬ 
tions.  Sunday  price  is  50f. 


Cartoonist  retires 

Gib  Crockett,  editorial  page  cartoon¬ 
ist  of  the  Washington  Star-News,  re¬ 
tired  last  week,  his  final  cartoon  ap¬ 
pearing  on  Monday,  February  10. 

Crockett  joined  the  Washington  Star 
art  department  in  1933  and  drew  his 
first  political  cartoon  for  the  editorial 
page  on  September  20,  1947.  For  a 
time  his  cartoons  alternated  with  those 
of  the  late  James  T.  Berryman,  who 
had  picked  up  on  the  work  of  his 
father,  Clifford  K.  Berryman,  who  had 
become  the  Star’s  cartoonist  in  1906. 
In  1964,  after  James  Berryman’s  re¬ 
tirement,  Crockett  carried  on  alone. 
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'NO  RAID'  PACT — The  International  Typographical  Union  and  The  Newspaper  Guild 
moved  a  step  closer  to  a  merger  this  month  when  the  two  unions  agreed  to  a  Declaration 
of  Principles,  which  includes  a  'no  raiding'  provision.  Shown  here  (left  to  right,  seated) 
are  Charles  A.  Perlik,  Jr.,  president  of  the  Guild  and  A.  Sandy  Bevis,  president,  ITU. 
Standing  (left  to  right)  are:  Robert  McMichen,  second  vicepresident;  Robert  Amein, 
third  vicepresident;  and  Joe  Bingel,  first  vicepresident,  all  with  the  ITU. 


‘No  raid’  pact 
agreed  to  by 
ITU  and  Guild 

By  Carla  Marie  Rupp 

“We  like  to  believe  a  merger  between 
the  ITU  and  The  Newspaper  Guild  is 
feasible  and  necessary.  We’re  very  seri¬ 
ous  about  getting  together;  they  (the 
Guild)  are  too,”  A.  Sandy  Bevis,  presi¬ 
dent  of  the  International  Typographical 
Union,  told  E&P  in  an  interview  cov¬ 
ering  a  wide  range  of  current  topics 
in  his  Colorado  Springs  office  this  week. 

“There  has  been  a  misunderstanding 
between  the  unions.  There  are  problems 
on  both  sides — questions  of  jurisdic¬ 
tional  disputes,”  he  said. 

The  task  force  on  fact-finding  for  the 
two  unions  is  composed  of  ITU  repre¬ 
sentative  Robert  L.  Wartinger,  assist¬ 
ant  to  the  ITU  president  and  director 
of  the  ITU  bureau  of  contracts,  and 
Allan  J.  Heritage,  also  assistant  to 
Bevis;  Newspaper  Guild  members 
Charles  Dale,  international  representa¬ 
tive,  and  J.  William  Blatz,  director  of 
field  operations. 

These  four  met  again  Tuesday,  Feb¬ 
ruary  18,  in  a  two-day  session  at  guild 
offices  in  Washington,  D.C.,  talking 
about  forming  a  common  collective  bar¬ 
gaining  policy  between  the  two  inter¬ 
national  unions  and  other  areas  which 
would  concern  a  merger.  It  was  the 
second  continuing  meeting  of  the  Task 
Force.  The  last  was  November  25  and 
26  in  Colorado  Springs  at  ITU  offices. 
Bevis  and  other  members  of  the  ITU 
executive  council  met  with  Charles  A. 
Perlik  Jr.,  president  of  The  Newspaper 
Guild,  and  Blatz  in  the  first  major 
merger  meeting  November  7  in  Colo¬ 
rado  Springs. 

‘No  raiding’  agreement 

Bevis  said  “the  most  positive  step  to 
date”  was  taken  February  1  when  he 
and  Perlik  signed  a  “declaration  of 
principles”,  which  includes  a  ‘no  raiding’ 
agreement  between  the  two  unions,  en¬ 
gaged  in  merger  talks. 

It  says  that  in  “the  firm  belief  that 
harmony  now  between  the  ITU  and 
The  Guild  is  a  necessary  prerequisite 
to  any  further  steps  toward  unity”, 
the  ITU  and  The  Guild  “agree  we  must 
eliminate  all  possible  sources  of  con¬ 
flict  between  us.” 

They  agreed  that  “neither  union 
shall  organize  nor  attempt  to  represent 
employees  where  the  other  union  has 
an  established  collective  bargaining  re¬ 
lationship”;  that  “neither  international 
union  nor  a  local  of  either  international 
union  shall  circulate  any  charge  or  re¬ 
port  which  is  designed  to  bring  or  has 
the  effect  of  bringing  ‘either  union’ 
into  public  disrepute  or  of  otherwise 
adversely  affecting  the  reputation”  of 
such  union  or  local. 

Immediately  upon  signing  of  this 
‘no-raiding’  agreement,  Bevis  and  Per¬ 


lik  decided  that  any  raiding  charges  be¬ 
fore  the  AFL-CIO  or  the  CLC  should 
be  withdrawn  by  the  union  which  filed 
the  charges. 

Bevis  told  E&P :  “We  hope  the  merger 
would  be  tomorrow,  but  there  is  so 
much  to  be  resolved”. 

Joe  Bingel,  ITU  first  vicepresident, 
said  the  ITU  expects  to  have  a  compre¬ 
hensive  report  on  the  merger  completed 
before  the  ITUs’  1975  convention  in 
Honolulu,  the  first  week  of  September. 

As  far  as  definite  timetable  on  the 
merger,  Bevis  said  he  doesn’t  have  one. 
“It  takes  two  to  tango.  You  have  to 
walk  before  you  can  run.  We’re  hopeful 
this  is  the  beginning.  We’ve  made  many 
attempts  before,  but  automation  makes 
merging  more  necessary  now  than 
ever”. 

There  are  also  discussions  with  the 
Graphic  Arts  and  Communications 
Union  (formerly  the  International 
Printing  Press  and  Assistants  Union), 
or  ‘pressmen’.  The  last  merger  discus¬ 
sion  the  ITU  had  with  the  pressmen 
was  six  or  seven  months  ago,  said 
Bevis,  who  added  that  he  plans  another 
with  them  soon. 

Outlines  ITU  assets 

Bevis  said  a  big  benefit  of  merging 
between  the  unions  would  be  removing 
duplication.  The  ITU,  he  said,  has  a 
very  sophisticated  computer  for  mem¬ 
berships  which  could  be  used  for  both 
organizations.  As  for  the  central  loca¬ 
tion  of  the  merged  organizations, 
Bevis  said,  “we  would  not  impose  our 
headquarters,  but  we  feel  pretty  well 
settled  in  Colorado  Springs;  and  I’m 
sure  they  (The  Guild)  are  settled  in 
Washington. 


“We  have  things  The  Guild  doesn’t 
have,”  pointed  out  Bevis,  naming  the 
Union  Printers  Ho.me  for  the  Sick  and 
Aged,  a  fraternal  pension  and  the 
ITU’s  training  facility,  worth  well  over 
$1  million. 

He  said  the  ITU  has  100,000  mem¬ 
bers;  The  Guild  has  about  37,000.  The 
ITU  is  located  on  270  acres  with  de¬ 
velopments,  including  leases  to  a  the¬ 
atre,  office  building,  Rodeway  Inn,  K- 
mart  and  Cheateau  Apartments. 

Bevis,  who  has  been  president  of 
ITU  since  July,  said  he  couldn’t  em¬ 
phasize  too  strongly  that  “we  are  get¬ 
ting  closer  to  accomplishing  the  merger. 
It  has  to  be  mutually  beneficial.” 

Says  Joe  Bingel:  “It  has  got  to  bring 
the  printers,  editorial  and  classified 
closer  together.  The  VDT’s  have  made 
it  so  essential.”  The  jurisdictional  lines 
are  about  to  be  wiped  out,  said  Bevis. 

Bingel  said  that  when  he  worked  at 
the  New  York  Herald-Tribune,  juris¬ 
diction  was  a  clear  issue.  “Now  under 
the  cold  type  process,  communications 
is  so  much  more  important.  And  we 
want  to  also  explore  other  areas — such 
as  the  newspaper  for  commercial  pro¬ 
duction,”  Bingel  added. 

Discii.«ses  newspaper  sale  to  Greeiispiin 

Bevis  was  asked  about  the  ITU  com¬ 
pleting  the  sale  of  the  Colorado  Springs 
Smi  building  and  land  to  owner  Henry 
Greespun,  Las  Vegas  Sun  publisher, 
(E&P,  Feb.  8),  for  ‘?225,000,  and  Bevis 
replied:  “You  always  need  the  money.” 
The  officers  of  the  ITU  started  the  Sun, 
formerly  the  Free  Press,  and  Bevis 
said  the  ITU  “went  through  many  edi¬ 
tors.”  It  has  been  five  years  since 
(Continued  on  page  27) 
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MILLIONS  WATCHED  THE  SUPER  BOWL 
AND  THE  GODFATHER . . . 
but  few  of  them  recalled  the  tv  commercials 


Two  newly  released  research  studies  on  the  retention  of 
television  commercials  in  Rochester,  N.Y.  and  Miami, 
Fla.  proves  that  a  lot  of  commercial  messages  on  the  tube 
are  not  remembered  by  viewers. 

The  studies  were  conducted  after  the  airing  of  the 
movie,  “The  Godfather,”  and  the  telecast  of  the  Super 
Bowl;  shows  which  because  of  their  mass  exposure  cost 
sponsors  up  to  $250,000  nationally  per  commercial  minute. 

The  Rochester  (N.Y.)  Democrat-Chronicle,  a  Gannett 
newspaper,  commissioned  Trodahl-Carter  to  make  tele¬ 
phone  interviews  to  find  out  how  the  Godfather  fared. 
The  telecast  of  the  movie  took  place  in  two  installments 
on  November  16  and  18.  The  Nielsen  rating  on  the  first 
installment  was  37%  (representing  a  share  of  61%  of  all 
the  homes  viewing  at  that  key  Saturday  evening  slot), 
which  means  according  to  Advertising  Age,  that  it  may 
have  been  the  “most  watched  film  ever  telecast”. 

The  Super  Bowl  recall  study  was  done  by  the  research 
department  of  the  Miami  Herald,  a  Knight-Ridder  News¬ 
paper,  and  the  Miami  Neu's,  a  Cox  newspaper  immedi¬ 
ately  after  the  game.  This  was  a  departure  from  the 
customary  practice,  as  most  recall  studies  are  done  the 
day  following  the  telecast. 

‘Godfather'  recall  scores 

In  Rochester,  907  calls  were  made.  49%  of  those  reached 
on  Sunday  (November  17)  said  they  saw  some  part  of  the 
Saturday  installment  of  “The  Godfather,”  and  42%  of 
those  reached  on  Tuesday  (November  19)  saw  some  of 
the  Monday  installment. 

Those  who  saw  some  part  of  each  installment  were 
a.sked  if  they  could  name  any  of  the  commercials  off  the 
top  of  their  heads.  Here  are  the  net  unaided  recall  scores 
— those  who  could  name  one  or  more  of  the  commercials: 

Unaided  Recall  Scores 
Total  Men  Women 

Nov.  16  telecast  (27  network 
commercials,  3  local  cut-ins, 
two  commercials  for  the  movie 
“Billy  Jack”,  and  one  for  the 

movie  “Godfather  Part  11”)  7%  9%  6% 

Nov.  18  telecast  (19  network 
commercials,  3  local  cut-ins, 
one  commercial  for  “Pelham 
1-2-3”,  and  one  commercial 

for  “Godfather  Part  11”)  7%  6%  8% 

Nov.  18  telecast — 7  commercials 

for  Toyota  cars  and  trucks  24%  29%  21% 

.\fter  the  respondents  had  named  all  the  commercials 
they  could  think  of,  inter\'iewers  gave  them  a  broad  hint, 
by  suggesting  product  categories  (cameras,  wine,  movies, 
perfumes,  autos,  etc.).  Here  are  the  average  aided  recall 
scores — the  percentage  of  people  who  could  name  brands 
or  companies  before  or  after  the  product  category  had 
been  suggested: 

Aided  Recall  Scores 


Total 

Men 

Women 

ov.  16  telecast 

.Average  for  31  commercials 
played  once  apiece 

8% 

7% 

9% 

Net  for  “Billy  Jack” 

(2  commercials) 

15% 

16% 

15% 

Nov.  18  telecast 
Average  for  25  commercials 


played  once  apiece,  including 

one  commercial  for  Toyota 

trucks  8%  7%  8% 

Net  for  6  Toyota  car  commercials  20%  14%  23% 

So,  for  the  commercials  which  were  played  only  once, 
the  aided  recall  score  was  8%.  Less  than  one  out  of 
twelve  “Godfather”  viewers  could  remember  the  average 
commercial,  even  when  given  a  hint.  Network  minutes  on 
the  Godfather  were  sold  for  $225,000. 

$250,000  fumble 

Advertisers  paid  up  to  $250,000  nationally  per  commer¬ 
cial  minute  for  the  chance  to  be  seen  and  remembered  by 
millions  of  viewers  on  the  Super  Bowl  telecast. 

They  were  seen  all  right,  but  being  remembered  is  a 
different  story'  if  the  survey  of  1,274  Dade,  Broward  and 
Monroe  County  viewers  is  any  indication. 

The  Research  Department  took  every  precaution  for  to¬ 
tal  impartiality.  The  Herald  retained  the  services  of  30 
professional,  independent  interviewers,  and  had  them  make 
random  calls  in  the  three  counties. 

Once  the  Super  Bowl  telecast  was  underway,  the  Herald 
and  News  research  team  recorded  all  ads  by  company 
name,  product  type,  length  of  ad  in  seconds  and  put  fin¬ 
ishing  touches  on  the  questionnaire.  Questionnaires  were 
explained  to  the  inter\'iewers,  who  at  6:30  p.m.  began 
making  phone  calls.  The  interviews  lasted  three  hours, 
resulting  in  a  base  of  642  people  who  watched  the  game. 

Since  the  Miami  Dolphins’  team  did  not  participate  this 
year  in  the  Super  Bowl,  interest  in  the  televised  game  was 
somewhat  less  than  might  have  been  otherwise  anticipated. 
Nonetheless,  the  pollsters  discovered  that  50%  of  the  peo¬ 
ple  called  did  not  watch  the  game  at  all. 

Of  the  remaining  50%  the  commercial  recall  score  varied 
from  poor  to  dismal  with  one  exception,  Chrysler  commer¬ 
cials  which  were  televised  four  times  during  the  show  and 
came  on  strong  with  a  message  about  a  car  rebate  plan. 
This  was  a  front  page  story  during  the  week  preceding  the 
Super  Bowl. 

But,  even  with  national  news  emphasizing  surrounding 
the  four  commercials,  only  25%  of  the  people  remembered, 
unaided,  having  seen  the  Chrysler  spots. 

The  breakdown  on  viewer  unaided  recall: 

— Colt  45,  Equitable  Life  Insurance  and  Master  Lock 
commercials  were  forgotten  by  100%  of  those  surveyed. 

— Datsun  was  recalled  by  .5%;  Quaker  by  .2%. 

— Schlitz  Beer  had  only  a  1.7%  recall. 

— Goodyear,  shown  five  times,  was  correctly  identified 
by  7%  of  the  viewers  (and  was  consistently  confused  with 
Goodrich). 

With  careful  prodding  from  the  surv'ey  takers,  viewers 
were  able  to  recall  the  same  commercials  by  a  slightly 
higher  margin.  Only  1%  remembered  Equitable  Life  In¬ 
surance  and  3%  recalled  Datsun.  Told  that  they  had  seen 
a  beer  commercial,  20%  recalled  Schlitz. 

Vk’ater  pressure  drops 

Sponsors  who  were  unlucky  enough  to  have  their  mes¬ 
sage  displayed  between  the  halftime  hours  of  4:35  and 
5  p.m.  found  themselves  competing  with  the  “flush  factor.” 

By  previous  arrangement  between  the  Miami  Herald  and 
Miami  News  research  team  with  Miami-Dade  Water  and 
Sewer  Authority,  information  was  obtained  that  a  5-pound 
drop  in  water  pressure  was  recorded  at  the  game’s  half¬ 
time  .  .  .  which  translates  into  a  sudden  demand  for  about 
a  million  gallons  of  water. 
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The  Harris  1100. 

Unmatched  flexibility  in  a  stand  alone. 

The  Harris  1100  Editing  and  Proofing  Terminal  has  a  lot  of  features 
that  assure  high  productivity.  And  easy  operation.  Proved  in  more 
than  a  million  hours  of  operation  in  newspaper  plants. 

Easy  to  read  11”  X  15”  element  character  matrix.  Bright  and  clear 
green  phosphor  images.  Easy  to  locate,  bright  solid  cursor. 

Fast  and  flexible.  12  editing  control  keys  do  it  all.  Fifty  line,  one  or 
two  column  display.  Custom  characters.  Wire  stripping.  Eight  multi¬ 
code  keys. 

As  a  stand  alone,  the  Harris  1100  can  pay  for  itself  in  any  newspaper. 

When  you  are  ready  for  full  electronic  input,  it  can  be  integrated  into 
an  on-line  Harris  2500  System. 

Write  Harris  Corporation,  Harris  Composition  Systems  Division, 

P.O.  Box  2080,  Melbourne,  Florida  32901. 


Racing  group  says 
sports  reporting 
doesn’t  pay  off 


Harness  racing  is  a  major  sport  .  .  . 
it’s  entertainment  .  .  .  it’s  gambling. 

Whatever  it  is,  its  patronage  growth 
is  handicapped  by  poor  press  coverage 
.  ,  .  so  ran  the  complaints  aired  at  the 
annual  meeting  of  the  track  owners 
(Feb.  3-8)  in  Boca  Raton,  Fla. 

“We’re  entitled  to  more  space  in  the 
newspaper  sports  pages,”  declared  Fred 
Van  Lennep,  a  horse  farm  owner  and 
track  entrepreneur.  “I  spoke  to  John  S. 
Knight  about  it  and  he  explained  that 
space  is  allocated  according  to  reader 
interest  in  the  various  sports.” 

Knight,  editorial  chairman  of  Knight- 
Ridder  Newspapers,  owns  Fourth 
Estate  Stable  in  thoroughbred  racing. 
According  to  Van  Lennep,  operators  of 
thoroughbred  tracks  at  their  recent 
meeting  in  Miami  groused  about  the 
trotters  and  pacers  getting  a  bigger 
share  of  sports  page  space. 

Bill  Veeck,  noted  sports  promoter, 
defended  newspapers  against  the 
charge  of  being  niggardly  with  horse 
racing.  In  linear  measurement,  he  said, 
the  racing  interests  outstrip  every 
other  sports  business  but  the  space  de¬ 
voted  to  entries,  selections,  etc.  doesn’t 
generate  new  customers  for  the  tracks. 

Stanley  F.  Bergenstein,  executive 
secretan,’  of  Harness  Tracks  of  Amer¬ 
ica  Inc.,  summed  up  the  problem  as  be¬ 
ing  due  to  the  fact  that  newspaper 
writers  assigned  to  the  races  don’t 
know'  the  sport  as  w'ell  as  they  might 
know  baseball,  basketball,  tennis,  etc. 

Supporting  this  view’,  Xewnweek 
sports  writer  Pete  Axthelm  said  he  is 
being  tutored  by  Del  Miller,  one  of  the 
richest  owner-drivers  in  the  country, 
to  drive  in  harness  events  in  prepara¬ 
tion  for  a  storj’  or  book. 

Axthelm,  a  graduate  of  the  Yale 
“class”  of  sports  writers  at  the  old 
Neu'  York  Herald  Tribune,  said  report¬ 
ers  should  have  more  access  to  the  pad- 
dock  area  where  they  could  get  feature 
material  from  the  drivers  and  trainers. 
The  basic  problem,  he  said,  is  that  the 
public  suspects  the  integrity  of  harness 
racing. 

Veeck  proposed  that  track  owners 
indoctrinate  sports  w’riters  with  the 
charm  and  fascination  of  the  sport.  He 
objected  to  the  prevalance  of  “money 
machine”  stories. 

“How  do  we  promote  our  major  prod¬ 
uct,  which  is  gambling?”  querried  a 
track  owner.  Responses  pointed  up  the 
restrictions  in  the  broadcast  code. 

For  Art  Rooney,  owmer  of  the  Pitts¬ 
burgh  Steelers  and  celebrated  gambler, 
the  real  romance  of  horse  racing  was 
in  the  old  days  of  bookmaking.  The 
trouble  now’,  he  said,  is  that  the  public 
doesn’t  recognize  harness  racing  as  a 
sport. 

The  worst  mistake  the  tracks  ev’er 
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made,  according  to  Leon  Greenberg, 
president  of  Monticello  Raceway  in 
New’  York,  was  putting  parimutuel  ma¬ 
chines  in  the  press  box. 

The  reporters,  he  said,  lose  not  only 
their  money  but  their  objectivity  and 
then  write  bitter  stories  questioning 
the  honesty  of  the  sport.  Instead,  he 
said,  they  should  be  describing  the  ex¬ 
citement  and  the  entertainment. 


Full  control  acquired 

The  Sta«-e-Record  Company  of  Colum¬ 
bia,  S.C.  has  acquired  the  remaining 
48  percent  in  the  Alexandria  Gazette 
Corp.,  publisher  of  the  Gazette  in  Al¬ 
exandria,  Virginia.  The  interest  was 
obtained  from  Mardel,  Inc. 

Fifty-two  percent  of  the  Alexandria 
Gazette  Corp.  w’as  obtained  by  the 
State-Record  Co.  in  October,  1973,  from 
Mrs.  Sarah  C.  Messer  who  at  that  time 
was  the  publisher,  president  and  editor. 

The  Gazette,  established  in  1784,  is 
believed  to  be  the  oldest  newspaper  in 
the  United  States. 

Other  than  Columbia  Newspapers, 
Inc.,  (The  State,  Columbia  Record), 
The  State-Record  Co.  has  publishing 
operations  in  Gulfport,  Miss.,  Myrtle 
Beach,  S.C.  and  Conw’ay,  S.C. 

State  Telecasting,  another  subsidiary, 
operates  television  stations  in  Charles¬ 
ton,  S.C.,  Lubbock,  Texas  and  Roswell, 
N.M. 

Walls  buys  daily 

The  Cookeville  (Tenn.)  Herald-Cit¬ 
izen  has  been  purchased  by  C.  Lee 
Walls  and  Associates  of  Cleveland, 
Tenn.  The  Herald-Citizen  was  acquired 
from  Harold  Martin,  publisher,  Mont¬ 
gomery  (Ala.)  Advertiser-Journal.  Mar¬ 
tin  previously  sold  the  w’eekly  Crosset 
(Ark.)  Xeu's-Observer  to  Walls.  Mar¬ 
tin  said  his  decision  to  sell  the  Cooke¬ 
ville  paper  w’as  made  as  a  result  of 
personal  business  conflicts.  Walls  is 
president  of  Cleveland  New’spapers 
Inc.,  w’hich  publishes  the  Cleveland 
(Tenn.)  Daily  Banner.  He  and  his  as¬ 
sociates  own  newspapers  in  some  10 
states,  mainly  in  the  south  and  mid¬ 
west.  He  is  also  president  of  Walls 
New’spaper  Consultants  Inc. 

• 

Daily  goes  weekly 

The  Alhambra  (Calif.)  Post-Advo¬ 
cate,  a  10,584-circulation  daily  shut 
down  recently  by  Morris  New’spapers 
Corp.,  has  been  purchased  by  San  Ga- 
brial  Valley  Publications,  ow’ned  by  Eli 
Isenberg,  and  will  be  published  as  a 
weekly.  The  Post-Advocate  was  one  of 
four  dailies  and  nine  weeklies  bought 
last  June  from  Copley  New’spapers  by 
the  Morris  group,  which  also  publishes 
the  Murfreesboro  (Tenn.)  Daily  Neivs- 
Joumal,  the  Deland  (Fla.)  Sun  News, 
and  the  Statesboro  (Ga.)  Herald. 


Three  ideas  for  making  up 
lost  classified  ad  linage 

By  Edwin  C.  Dale 


With  the  economy  in  its  greatest 
downturn  in  many  years,  CAMs  are 
faced  with  the  problem  of  matching  all 
or  part  of  last  year’s  linage.  But  if 
they  will  learn  to  think,  like  retailers, 
they  can  come  up  with  ideas  that  will 
bring  in  new  linage  and  avoid  those  un¬ 
pleasant  little  meetings  with  the  pub¬ 
lisher. 

The  Retail  Concept  of  Classified  Ad¬ 
vertising  is  simple.  It  recognizes  that 
the  transient  part  of  your  business  is 
retail.  You’re  selling  to  the  individual 
consumer  just  like  Sears,  Macy’s  or 
local  specialty  stores. 

Retailers  operate  on  the  basis  of  an 
average  mark-up.  For  example.  Sears’ 
top  line  of  paint  is  regularly  priced  at 
$10.99  per  gallon.  Periodically  they  put 
it  on  sale  at  $6.99  or  $7.99.  They  take 
a  shorter  mark-up,  but  their  volume 
increases.  The  end  result  is  that  they 
make  more  money  and  win  new  cus¬ 
tomers. 

CAMs  are  in  a  wonderful  position 
to  work  with  the  Retail  Concept.  They 
don’t  even  have  to  worry  about  in¬ 
creasing  their  inventory  to  meet  the 
greater  demand  for  ads.  The  space  is 
there  and  the  publisher  is  crying  for 
you  to  fill  it.  Following  are  two  success¬ 
ful  promotions  I  have  used  that  are 
based  on  the  Retail  Concept.  The  beauty 
of  this  type  of  promotion  is  that  you 
don’t  have  to  tamper  with  your  rates, 
yet  you  have  an  offer  with  great  impact 
and  appeal.  Once  you’ve  learned  to 
think  like  a  retailer,  you  can  create 
other  promotions.  The  possibilities  are 
limitless. 

RENT.AL  PROMOTION 

In  order  to  increase  our  rental  ad 
count  and  linage  we  came  up  with  the 
idea  of  offering  free  days  with  certain 
restrictions.  This  was  our  offer,  which 
we  addressed  to  landlords:  Anyone  (in¬ 
cluding  contract  customers,  to  avoid 
ill-will  and  controversy  with  regular 
advertisers)  who  placed  a  rental  ad 
to  run  six  days  would  receive  two  days 
free.  We  made  the  offer  start  at  six 
days  so  that  we  would  get  the  higher 
rate  as  compared  with  the  7-day  dis¬ 
count  rate.  Of  course  the  free  days 
did  not  start  until  the  paid  days  had 
been  used,  and  in  most  cases  they  were 
never  used  because  the  advertiser  got 
results  and  canceled  within  the  6-day 
paid  period. 

We  put  certain  conditions  on  the 
offer.  'The  maximum  size  ad  accepted 
was  two  inches,  minimum  size  4  lines. 
No  change  in  copy  was  allowed  and 
the  ads  had  to  run  consecutive  days.  No 
rebate  was  given  if  the  ad  was  canceled 

Edwin  C.  Dale,  who  lives  at  5101  Trew 
Court,  El  Paso,  Texas,  is  a  consultant  on 
newspaper  advertising  management,  and 
a  winner  of  national  awards  for  classified 
promotion. 


before  expiration.  All  our  promotion 
stated  that  the  offer  was  for  a  very 
limited  time,  giving  us  the  fiexibility 
to  end  the  offer  at  any  time.  We  watched 
the  daily  volume  and  when  it  began  to 
slow  down,  we  came  out  with  more  pro¬ 
motion  designed  to  catch  the  laggards, 
saying,  “Hurry!  Last  Two  Days,  etc.” 

The  results  of  the  promotion  were 
most  gratifying.  We  wound  up  with  a 
66%  increase  in  ad  count.  Surprisingly, 
this  increase  settled  down  to  50%  and 
held  for  six  months  after  the  offer 
had  expired.  In  analyzing  the  promo¬ 
tion  we  found  that  our  special  offer 
had  attracted  the  small  landlord  who 
normally  found  tenants  by  word  of 
mouth  and  by  use  of  signs.  He  had 
gotten  results  and  later  came  back  for 
more  at  the  regular  price  when  he 
found  himself  with  a  vacancy. 

It  doesn’t  take  a  CPA  to  see  that 
with  no  rebates  for  early  cancellations 
and  no  free  days  used  in  the  majority 
of  cases,  the  promotion  was  profitable. 
And  when  you  add  the  other  benefit  of 
getting  new  people  to  try  classified,  it’s 
a  winner  all  the  way. 

Even  if  you  have  the  only  newspaper 
in  town  and  can  increase  your  ad  count 
and  bring  in  new  customers  by  using 
the  Retail  Concept  to  bolster  your 
rental  classifications. 

ANNIVERSARY  SALE 

Stealing  another  page  out  of  the 
Retailer’s  Handbook,  we  came  out  with 
a  Sale  of  Classified  Ads  to  celebrate 
our  anniversary. 

We  designed  this  promotion  to  create 
an  aura  of  excitement  for  the  classified 
section,  to  increase  our  volume  and  to 
influence  new  advertisers  to  try  us. 
We  wanted  to  appeal  to  everyone  no 
matter  what  they  had  to  sell,  so  we 
made  the  offer  open  to  every  classi¬ 
fication.  And  to  avoid  criticism  from 
our  regular  customers  and  with  the 
hope  of  attracting  new  commercial  ad¬ 
vertisers  we  made  the  offer  open  to 
everyone. 

Here,  too  we  used  the  free  days  ap¬ 
proach,  but  expanded  the  offer  to  five 
brackets  or  packages.  Here  was  our 
offer: 


No.  No. 


Paid 

Free 

Total 

Reg. 

Sale 

Days 

Days 

Days 

Price 

Price 

3 

1 

4 

00 

00 

6 

2 

8 

00 

00 

9 

3 

12 

00 

00 

12 

4 

16 

00 

00 

The  3-day  minimum  was  chosen  in 
order  to  get  the  open  rate,  as  frequency 
discounts  started  at  4  days. 

In  order  to  protect  ourselves,  we 
again  made  certain  restrictions  on  the 
offer.  Ads  must  run  consecutive  days. 
Ad  size.  4  lines  minimum,  2  inches  max¬ 
imum.  No  change  of  copy.  No  rebates  if 
an  ad  was  canceled  before  expiration. 


We  made  the  offer  for  a  limited  time 
and  again  came  out  with  “Last  2  Days” 
promotion,  to  give  it  a  shot  in  the  arm 
at  the  end. 

When  we  opened  for  business  the 
first  day,  we  were  swamped.  We  could 
have  used  twice  as  many  phone  posi¬ 
tions  and  another  counter  gfirl.  Cus¬ 
tomers  complained  they  had  to  call  back 
two  or  three  times  because  they  kept 
getting  a  busy  signal. 

Ad  count  and  linage  showed  excellent 
increases.  On  the  profit  side,  most  ads 
were  canceled  before  expiration  so  we 
didn’t  have  to  give  the  free  days.  When 
a  customer  gets  results  he  doesn’t  want 
to  listen  to  the  phone  ringing,  so  he 
cancels  and  since  the  ad  did  the  job 
for  him,  he’s  happy  even  though  he 
didn’t  get  his  free  days. 

PROMOTING  THE  OFFER 

Newspapers  are  mostly  notoriously 
poor  advertisers.  Promotion  is  often 
limited  to  filling  holes  in  the  dummy. 
When  you  schedule  your  promotion  you 
have  to  think  like  a  retailer.  He  knows 
he  cannot  bring  in  the  business  unless 
he  advertises  adequately. 

To  successfully  cash  in  on  promo¬ 
tions  like  the  two  I  have  just  described, 
the  advertising  must  be  carefully  plan¬ 
ned  and  timed  and  must  be  adequate  to 
do  the  job.  And  it  should  not  be  limited 
to  newspaper.  TV  and  radio  are  com¬ 
petitors,  but  they  should  be  used  to 
back  up  the  main  campaign  in  your 
newspaper.  I  have  found  TV  and  radio 
stations  eager  to  make  trade-outs, 
which  holds  the  cost  down  to  a  mini¬ 
mum.  Following  is  the  schedule  I 
recommend  for  both  promotions. 

NEWSPAPER,  HOP 

Teasers.  6  to  8  inches  in  size,  3  or 
4  days  preceding. 

.Announcement  Ad.  Full  page,  1  color, 
day  before  promotion. 

Follow-up.  Half  page  B&W,  approxi¬ 
mately  every  other  day  during  pro¬ 
motion. 

Repeat  full  page,  put  in  prominent 
place  “Last  2  Days,  etc.” 

CL.4SSIFIEI) 

Streamer.  Run  daily,  giving  main  points 
of  promotion. 

TELEVISION 

Spots  in  prime  time.  Start  day  before 
promotion  and  run  2  or  3  daily  for 
3  days.  Copy  should  give  main  points 
of  offer  and  refer  to  newspaper  ads. 

RADIO 

Follow  the  same  schedule  as  TV,  but 
use  more  than  one  station,  those  with 
the  most  listeners  if  possible.  Same 
copy  line.  Most  radio  stations  offer 
package  deals,  giving  you  more  spots 
for  the  money.  Check  them  over. 
Remember,  you  are  in  the  retail  busi¬ 
ness.  Learn  to  think  like  a  retailer  and 
you’ll  increase  your  volume,  add  new 
customers  and  make  more  money.  Who 
knows?  You  might  even  get  a  raise! 
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Year  of  Energy  Action 


Must  a  good  job  be  a  long  shot,  too? 

He’s  just  a  kid  having  fun,  shooting  from  the  outside. 

But  he  wants  to  be  on  the  inside  when  he  grows  up.  Where  the  good 
jobs  are. 

In  a  high-paying  trade  or  profession. 

Until  recently,  the  outlook  for  jobs  for  minority  groups  was  slowly  improv¬ 
ing.  But  then  came  all  those  layoffs  because  the  economy  stopped  growing. 

The  same  thing  is  happening  to  other  social  progress.  In  a  sagging 
economy,  it  stops. 

Which  is  why  every  person  of  conscience  has  a  stake  in  seeing  1 975 
become  the  Year  of  Energy  Action.  Because  energy  problems  are  pivotal  in 
America’s  economic  troubles. 

This  country  depends  too  heavily  on  oil  from  abroad.  From  countries 
that  quadrupled  their  prices  in  just  one  year. 

What’s  needed  is  to  develop  more  energy  right  here  at  home.  That  means 
cutting  the  red  tape  that’s  been  tying  up  offshore  drilling  for  oi-hand  gas, 
mining  of  America’s  abundant  coal,  and  construction  of  nuclear  power  plants. 

Some  of  these  actions  may  require  setting  back  environmental  timetables 
a  little.  But  what’s  the  alternative?  As  the  government’s  Project  Independence 
report  points  out,  cutting  energy  waste  cannot  by  itself  resolve  America’s 
energy  problems.  Only  by  developing  new  U.S.  energy  supplies  can  this  coun¬ 
try  get  growing  again. 

And  resume  the.march  toward  social  progress.  Toward  better  shots  at 
the  good  jobs. 


®  1975  Mobil  Oil  Corporation 


Harte-Hanks  allocates 
$3  million  for  capital 
expenditures  in  1975 

Harte-Hanks  Newspapers,  Inc.,  has 
announced  consolidated  net  income  for 
the  year  ended  December  31,  1974  of 
$6,520,000,  or  $1.50  a  share,  compared 
with  $5,449,000,  or  $1.26  a  share,  in 
1973  before  the  pain  of  $8,261,000,  or 
$1.90  a  share,  from  the  sale  of  the 
newspaper  assets  of  the  Express  Pub¬ 
lishing  Company  of  San  Antonio, 
Texas,  in  late  1973. 

Capital  expenditures  in  1974  amount¬ 
ed  to  $3.0  million  and  1975  capital 
expenditures  are  planned  in  the  same 
amount.  In  1975  the  Corpus  Christi 
(Texas)  Caller-Times  will  install  a 
front-end  system  for  the  editorial  de¬ 
partment.  Several  newspapers  were 
converted  to  the  use  of  offset  printing 
techniques  in  1974  along  with  conver¬ 
sion  to  photocomposition  and  direct 
printing  by  one  newspaper. 

The  company  recently  announced 
that  a  definitive  contract  had  been 
executed  to  acquire  all  the  outstanding 
capital  stock  of  TeLeVision  of  Jackson¬ 
ville,  Florida  (the  NBC  affiliate)  for 
cash  and  notes  of  approximately  $10.5 
million.  The  closing  of  the  acquisition 
is  subject  to  Federal  Communications 
Commission  approval. 

Robert  G.  Marbut,  president  and 
chief  executive  officer,  said  “short  of 
an  all  out  depression,  we  expect  another 
year  of  favorable  earnings  performance 
in  1975.” 

Harte-Hanks  Newspapers  owns  and 
operates  21  daily  and  25  non-daily 
newspapers  in  eight  states.  The  com¬ 
pany  report  follows  along  with  other 
industry  reports: 

HARTE-HANKS  NEWSPAPERS,  INC. 

Year  Dec.  31  :  1974  1973 

Revenues  $  79.066.000  $  83,212.000 

Net  income  6,520,000  *13,710,000 

Shr.  earns: 

Net  income  1.50 

3  mo.  Dec.  31 : 

Revenues  22,174,000 

Net  income  2,117,000 

Shr.  earns: 

Net  income  .49  2.31 

•  Includes  a  gain  of  $8,261,000.  or  1.90  a  share, 

from  the  sale  of  Express  Publishing  Co. 


3.16 


21,892,000 

10,043,000 


1974  1973 

$551,893,000  $403,536,000 
45,880,000  29,882,000 


ABITIBI  PAPER  CO. 

Year  Dec.  31: 

Sales 

Net  income 
Shr.  earns: 

Net  income 
Comparative  figures 
by  business  lines: 

Net  sales: 

Newsprint  group 
Fine  papers  group 
Bldg,  materials/pkg. 

(Canada) 

Bldg,  products  (USA)  61,362,000 
Price  Co.,  Ltd.  37,146,000 

*  Includes  $37,146,000  in  sales  of  Price  Co.  from 
Nov.  22,  1974,  to  year  end. 


2.50 


251,344.000 

157,746,000 


44.295,000 


1.62 


187,175,000 

116,881,000 


36,563,000 

62,917,000 


COMPUGRAPHIC  CORP. 
Year  Sept.  28 : 

Net  sales 
Shr.  earns: 

Net  income 
Net  income 
1st  quar.  end  Dec.  28  : 

Net  sales 
Net  income 
Shr.  earns : 

Net  income 


1974 


1973 


4,804,364 

2.62 


17,932,000 

1,311,000 


LOGICON.  INC. 

Year  March  31:  1974  1973 

Revenues  $  22,689,893  $  12,427,604 

Net  income  428,841  395,165 

Shr.  earns  (full  dilut.)  .50  .44 

6  mo.  Sept.  30 : 

Revenues  17,607,506  8,383,051 

Net  income  344,587  157,700 

Shr.  earns  (full  dilut.)  .40  .18 

CAPITAL  CITIES  COMMUNICATIONS,  INC. 


$  61,412,981  $  47,084.024 


Year  Dec.  31 : 
Net  revenues 
Net  income 
Shr.  earns: 

Net  income 
3  mo.  Dec.  31 : 
Net  revenues 
Net  income 
Shr.  earns: 
Net  income 


1974  1973 

$138,585,000  $127,498,000 
22,025,000  20,146.000 


41,636,000 

6,679,000 


34,418,000 

6,054,000 


3,484,285 

1.91 


13,350,000 

1,100,000 


Past  Week’s  Ran^e 
of  Stock  Prices 

NEWSPAPERS 

Affiliated  Publications  (AMEX)  .  t'U 

American  Financial  Corp.  (OTC)  ....  11% 

Booth  Newspapers  (OTC)  . 

Capital  Cities  Comm.  (NYSE)  . 

Com.  Corp.  (OTC)  . 

Cowles  Comm.  (NYSE)  . 

Dow  Jones  (OTC)  . 

Downs  Comm.  (<jTC)  .  3 

GanneH  (NYSE)  .  27% 

Gray  Comm.  (OTC)  .  7 

Harte  Hanks  (NYSE)  . 

Jefferson-Pilot  (NYSE)  .  3t 

Kniqht-Ridder  (NYSE)  .  19% 

Lee  Enterprise  (AMEX)  . 

Media  General  (AMEX)  .  25% 

Multimedia  (OTC)  .  13 

New  Yo'k  Times  (AMEX)  .  9 

Pana«  (OTC)  . 

Post  Corp.  (Wise.)  (OTC)  .. 

Quebecor  (AMEX)  .  b 

Soeidel  (OTC)  . 

Thomson  Newspapers  (CE)  . 

Time  Inc.  (NYSE)  . 

Times  Mirror  (NYSE)  . 

Toronto  Star  (CE)  . 

Washington  Post  (AME)()  . 
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Broadened  Fol  Act 
went  into  effect  Feb.  19 

The  newly  amended  1966  Freedom  of 
Information  Act  became  effective  for 
implementation  on  February  19.  This 
legislation  requires  Federal  government 
agencies  to  honor  all  requests  for  docu¬ 
ments  on  file. 

As  for  the  Federal  Bureau  of  In¬ 
vestigation,  John  J.  McDermott,  assist¬ 
ant  director  of  the  FBI,  recently  told  a 
“Shop  Talk”  meeting  at  the  Overseas 
Press  Club  in  New  York,  that  the 
broadened  Fol  Act  requires  them  “to 
honor  all  requests  for  investigative  files, 
regardless  of  age  and  including  pend¬ 
ing  investigations  and  cases  awaiting 
trial.”  With  the  exception  of  six  cate¬ 
gories,  which  he  listed,  as  follows: 

(1)  It  would  interfere  with  enforce¬ 
ment  proceedings, 

(2)  deprive  a  person  of  a  fair  trial 
or  an  impartial  adjudication, 

(3)  constitute  an  unwarranted  inva¬ 
sion  of  personal  privacy, 

(4)  disclose  the  identity  of  a  confi¬ 
dential  source  and,  in  the  case  of  a 
record  compiled  by  a  criminal  law  en¬ 
forcement  agency  conducting  a  lawful 
security  intelligence  investigation,  con¬ 
fidential  information  furnished  only  by 
the  confidential  source, 

(5)  disclose  investigative  techniques 
and  procedures,  or 

(6)  endanger  the  life  or  physical 
safety  of  law  enforcement  personnel. 

To  make  sure  that  no  FBI  informant 
is  uncovered,  the  FBI  has  made  a  care¬ 
ful  screening  of  its  records.  Applicants 
must  prove  their  identities,  and  possi¬ 
bly  submit  to  fingerprinting  in  order  to 
obtain  documents. 

McDermott  said  the  Act  is  expected 
to  prompt  an  “abundance  of  requests” 
requiring  the  FBI  to  greatly  expand 
its  manpower  assigned  to  this  area. 

He  noted  that  there  will  be  other  dif¬ 
ficulties  associated  with  implementation 
of  the  new  law.  “The  recently  passed 
Privacy  Act  of  1974,  born  of  the  Water¬ 
gate  backlash,”  he  pointed  out,  “seeks 
to  safeguard  individual  privacy  from 
misuse  of  information  in  the  Govern¬ 
ment’s  possession.” 

The  provisions  of  the  Privacy  Act, 
he  said,  will  have  to  be  “carefully  bal¬ 
anced  with  stipulations  of  the  Freedom 
of  Information  Act.” 

Local  supp  dropped 

Southland  magazine,  Sunday  supple¬ 
ment  of  the  Loncf  Beach  (Calif.)  Inde¬ 
pendent,  Press-Telegram,  has  been  dis¬ 
continued,  necessitating  several  staff 
changes.  James  Leavy,  Southland  edi¬ 
tor,  has  been  reassigned  to  the  Life/ 
Style  department,  and  will  edit  South¬ 
land  features  which  will  be  incorpo¬ 
rated  into  the  Life 'Style  Sunday  sec¬ 
tion.  Roger  Coar  has  rejoined  the  daily 
staff  in  his  former  capacity  as  chief 
photographer.  Joanne  Norris,  South¬ 
land  associate  editor,  is  on  the  daily 
city  staff  and  Linda  Zink,  reporter,  has 
returned  to  Life/ Style. 
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For  10  years 
our  Goss  Metro-Offset 
has  been  printing- 
and  making-news. 


The  news  1 0  years  ]  p  ( 

ago  was  the  intro-  -i I 

duction  of  our  Goss  ]■ 

Metro-Offset:  First  ‘  JB  I 

successful,  large  offset  news-  I  ■ 

paper  press  in  the  world  with 
the  familiar  letterpress  con-  , 

figuration.  Four-page-wide.  Semi- 
cylindrical.  Vertical  web  lead. 

Since  1965,  the  news  has  been 
the  enthusiastic  worldwide  accep¬ 
tance  of  the  Metro-Offset.  First,  by 
medium-size  newspapers,  and  now  by 
the  largest  metropolitan  dailies.  More 
than  185  presses  are  now  on  edition  in 
some  two  dozen  countries.  In  only  a  decade, 
the  Metro-Offset  has  earned  the  reputation 
in  offset  that  the  famed  Goss  Headliners  have 
held  in  letterpress. 

One  of  the  most  recent  con¬ 
verts  is  the  Oregonian 
Publishing  Company  in 
Portland.  Where  36 
Metro-Offset  units 
produce  nearly  half 
a  million  copies  daily, 
with  dramatically  improved 
quality  of  reproduction. 


Doubled  capacity 

cess  color.  And 
that’s  just  for 

The  latest  news?  The 
ct  that  the  Goss  Metro- 
;et  is  still  as  current  as 
's  front  page.  Over  the 
rs,  we’ve  increased  its 
^  speed  to  70,000  papers  per  hour. 

We’ve  improved,  refined,  and  auto¬ 
mated  it  to  meet  the  demands  of  today’s 
and  tomorrow’s  production.  And  we’ve 
applied  to  it  the  knowledge  we’ve  gained 
in  building  more  than  11,000  web  offset 
press  units.  And  that’s  why  we  so  con¬ 
fidently  forecast  the  news  of  the  future: 
more  and  more  Metro-Offset  users 
with  newspapers  that  look 
better,  sell  space  better, 
and  build  profits  better. 
For  more  information, 
write  to  us  at  MGD 
Graphic  Systems, 
Rockwell  International, 
3100  S.  Central  Ave., 
Chicago,  Illinois  60650. 


If  it  has 

anything  to  do  with 
production  of  newspapers, 
it  has  everything  to  do 
with  MGD. 


MGD  Graphic  Systems 

Rockwell  International 


Editor  boxes 
women’s  news 
3  days-a-week 

What  once  was  the  women’s  section 
became  “People”  and  now  it’s  “Side¬ 
light”  at  the  Riverside  (Calif.)  Press- 
Enterprise.  Carolyn  Xizzi,  the  recently- 
appointed  Sidelight  editor,  replaced 
Lew  Harris,  now  with  Los  Angeles 
Magazine.  It’s  a  three-day-a-week  sec¬ 
tion  instead  of  the  past  seven-day 
schedule.  The  Wednesday-Friday-Sun- 
day  feature  section  is  aimed  primarily 
at  women,  but  “also  has  man’s  stuff,” 
says  Xizzi. 

“The  whole  thing  I’m  seeking  is  a 
balance  and  a  variety — a  balance  of 
what  I  think  women  are  interested  in,” 
she  says.  “If  we  have  a  fashion  story, 
I  balance  it  with  an  in-depth  newsy 
story  about  something  like  maybe 
Parents  Anonymous.” 

Norman  Cherniss,  Press-Enterprise 
executive  editor,  and  co-publisher  How¬ 
ard  E.  Hays,  Jr.,  decided  last  fall  to 
consolidate  the  women’s  news/feature 
section  into  three  days.  “We  have  more 
space  on  those  three  days  than  we  had 
before  on  seven  days,”  Nizzi  said.  On 
Wednesdays  and  Fridays,  the  section  is 
five  pages,  and  on  Sundays,  it’s  seven 
or  eight  pages. 

It’s  a  different-looking  section:  every 
story  is  boxed,  with  a  one-point  rule, 
and  Nizzi  does  unusual  measures  with 
her  pages,  uses  lots  of  pictures  and 
tries  to  have  large  spaces.  She  includes 
stories  on  cooking,  home  decorating, 
medical  psychologj',  fashion  and  educa¬ 
tion  at  least  once  a  week.  “I  try  to 
think  of  all  the  kinds  of  topics  people 
need  to  be  Informed  about,”  she  said. 

Much  of  the  Sidelight  focus  is  on  in¬ 
dividuals.  “It  takes  getting  people  used 
to  our  new  format,  but  they’re  notic¬ 
ing,”  Nizzi  said  of  the  section,  which 
started  November  12.  Now,  after  three 
months,  many  favorable  comments  have 
poured  into  Nizzi’s  desk  on  her  efforts 
to  produce  a  readable  section. 


news-people 


Carolyn  Nizzi 

With  four  reporters  and  a  clerk  un¬ 
der  her,  Nizzi  keeps  a  monthly  sched¬ 
ule  of  stories  she’d  like  to  get  into 
Sidelight.  She  assigns  stories  and  gives 
a  suggested  deadline.  “We  also  still  do 
weddings,  engagements  and  club  notes,” 
she  added. 

“We  are  able  to  be  much  more  se¬ 
lective  on  our  wire  news  for  Sidelight,” 
she  said.  The  paper  uses  the  AP,  UPI  < 
the  New  York  Times  News  Service  and 
Christian  Science  Monitor. 

Columnists  in  Sidelight  are  Abby, 
Erma  Bombeck,  Craig  Claiborne, 
Charlotte  Slater,  Marian  Christy,  Dr. 
Salk  and  Universal  Syndicate’s  “Pat’s 
Pointers.”  “These  are  backups  to  what 
the  other  services  don’t  give  us  and 
what  we  don’t  cover  locally,”  said 
Nizzi. 

On  Sundays,  she  includes  an  around- 
the-county  page,  with  columnists  from 
different  areas  doing  social  columns 
with  such  items  as  somebody  having  a 
surprise  party  or  so-and-so  has  been 
inducted  into  the  Army.  The  Riverside 
column  runs  on  Wednesdays. 

Comparing  the  section  now  with 


three  days  to  the  previous  daily  sched¬ 
ule,  Nizzi  says,  “We  are  holding  back 
our  deadlines  a  bit.  We  had  a  tendency 
to  hold  women’s  speeches.  We  are  work¬ 
ing  with  the  timeliness  problem. 
Whenever  a  woman  gives  a  speech, 
many  times  it  now  goes  to  the  news 
section.  It  means  working  with  the 
wire  and  city  desks,”  she  said. 

Nizzi,  29,  is  married  to  a  newsman, 
the  managing  editor  of  the  San  Ber¬ 
nardino  Sun-Telegram,  Ted  Warmbold. 
Carolyn  and  Ted  live  in  what  they  con¬ 
sider  the  beautiful  area  of  Redlands, 
Calif.,  and  it  is  18  miles  to  work  for 
her,  and  14  miles  for  him.  They  have 
no  children. 

Carolyn  and  Ted  met  at  Missouri  in 
journalism  school.  Ted  started  out  in 
Rochester,  N.Y.  at  the  Times-Union 
and  then  was  transferred  to  the  Demo¬ 
crat-Chronicle  where  he  became  an  as¬ 
sistant  managing  editor.  Both  also 
were  reporters  at  Today  in  Florida  and 
on  a  Gannett  task  force. 

“We  have  learned  not  to  discuss  cer¬ 
tain  things  at  home — like  story  ideas,” 
says  Nizzi.  Ted  has  a  Living  section  in 
the  Sun-Telegram,  and  Carolyn  says, 
“It’s  funny  when  we  have  an  idea  here 
in  Riverside,  and  then  it  show's  up  in 
the  Living  section  in  San  Bernardino. 
But  it’s  a  coincidence  usually — some¬ 
thing  that  either  paper  could  cover.” 

• 

Dog  Writers  honor 
four  newsmen 

Four  newspaper  reporters  were  hon¬ 
ored  by  the  Dog  Writers’  Association  of 
America  at  the  40th  annual  awards  din¬ 
ner  in  New  York  this  week. 

The  first  place  winners  were  as  fol¬ 
lows:  Walter  R.  Fletcher,  New  York 
Times — best  news  reporting  of  the  year 
among  papers  w’ith  more  than  500,000 
circulation;  Ann  Cottrell  Free,  Bir¬ 
mingham  (Ala.)  News — best  news  re¬ 
porting  among  papers  with  less  than 
500,000  circulation ;  Dave  Manthey, 
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Chicago  Sun-Times — best  feature  in  the 
over-500,000  category;  and  Alan  Ward, 
Oakland  (Calif.)  Tribune  in  the  under- 
500,000. 

• 

Minch  named  manager 

Robert  S.  Reed,  president  of  Chicago 
Tribune-New  York  News  Syndicate,  has 
announced  appointment  of  John  J. 
Minch  as  general  manager. 

Minch,  at  one  time  the  syndicate’s 
Eastern  representative  and  more  re¬ 
cently  assistant  to  the  president,  will 
continue  as  executive  editor. 

Reed  also  announced  appointment  of 
Walter  R.  Cone  as  Eastern  representa¬ 
tive.  Cone  formerly  published  a  bi¬ 
weekly  newspaper  and  has  been  a  sales¬ 
man  for  other  syndicates. 
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in  the  news 


Ed  Tunstall,  editor,  the  Neiv  Or¬ 
leans  (La.)  Picayune — named  vice- 
president,  Times-Picayune,  Publishing 
Corp.  Ashton  Phelps,  Jr.,  assistant 
to  the  publisher — named  secretary  and 
vicepresident.  Other  new  vicepresidents 
are  Earl  Cobb,  William  J.  Connelly, 
Mrs.  Henry  Dennery,  Marie  Louise 
La  Noue,  Robert  G.  O’Neill,  Walti:r 
G.  Cowan. 

*  «  « 

Cecil  Neth — resigned  as  associate 
editor  of  the  Chicago  Sun-Times  to  join 
the  Citizens  Conference  on  State  Legis¬ 
latures,  Kansas  City,  Mo.,  as  associate 
director  of  communications.  Meth  was 
a  member  of  the  newspaper’s  editorial 
page  staff. 

*  *  * 

Catherine  H.  Stewart,  editor  of  the 
Barrington  (R.I.)  Times — elected  pres¬ 
ident  of  the  New  England  Press  Assn, 
for  1975.  James  R.  Thompson,  editor- 
publisher  of  the  Dover-Foxcroft 
(Maine)  Piscataquis  Observer — elected 
first  vicepresident;  Dexter  Burham, 
editor-publisher,  Enfield  (Ct.)  Press, 
second  vice-president  James  D.  Hag¬ 
gerty,  Jr.,  managing  editor  of  the 
Woburn  (Mass.)  Daily  Times — secre- 
tarj'-treasurer. 

*  *  * 

Bill  Hetland,  former  managing  edi¬ 
tor  of  the  Belvidere  (Ill.)  Daily  Re¬ 
publican — to  managing  editor.  Wood- 
stock  (Ill.)  Daily  Sentinel. 

i  *  * 

Carl  Wallace,  editor  and  executive 
vicepresident  of  the  Lebanon  (Tenn.) 
Democrat — named  Tennessee  Adjutant 
General. 

*  *  * 

Edelgard  E.  Huddleston,  former  art 
editor  and  assistant  editor  of  Orbit, 
magazine  of  the  Sunday  Oklahoman — 
named  editor,  succeeding  Elwin  Hat¬ 
field,  now  Sunday  Oklahoman  assist¬ 
ant  managing  editor.  Jeff  Holladay, 
former  Oklahoman  state  desk  man — to 
Orbit  associate  editor. 

*  «  * 

John  L.  Hayes,  circulation  manager, 
Binghamton  (N.Y.)  Sun-Bulletm — to 

counti'y  circulation  manager.  Newspa¬ 
per  Printing  Corp.,  El  Paso,  Tex. 

*  * 

Howard  Nicks,  advertising  director 
of  the  Oklahoma  City  Times  and  Daily 
•  Oklahoman — to  general  manager  of  the 

two  papers,  not  business  manager  as 
was  reported  here  February  8. 

I  ♦  ♦  ♦ 

Bob  J.  Hively,  circulation  manager 
for  the  Rockford  (Ill.)  Newspapers, 
Inc. — to  circulation  manager,  Cincin¬ 
nati  (Ohio)  Post.  He  succeeds  Earl 
Brown,  now  business  manager  at  the 
Post. 

*  *  * 

Marc  Hoy,  former  circulation  direc¬ 
tor  of  the  Jacksonville  (Fla.)  Times- 
Union  and  Journal — named  vicepresi¬ 
dent,  circulation,  Beaumont  (Tex.)  En- 
te  r  prise- J  ou  ma  1. 


Thomas  K.  Crowe,  general  manager, 
Indianapolis  (Ind.)  Star  and  Xexvs; 
Ch.arles  G.  Fenn,  advertising  director, 
London  (Ont.)  Free  Press  and  Howard 
L.  Grothe,  vicepresident  and  advertis¬ 
ing  director,  Miami  Herald  and  Xeu's — 
presented  honorary  life  memberships  in 
the  International  Newspaper  Advertis¬ 
ing  Executives  at  its  sales  conference 
in  Januarv’. 

4c  * 

John  F.  Wolfe  has  been  named  pub¬ 
lisher  of  the  Columbus  (Ohio)  Dis¬ 
patch  and  John  W.  Wolfe  chairman  of 
the  board  of  the  Dispatch  Printing 
Company.  Edgar  I.  Wolfe,  publisher  of 
the  paper,  was  killed  in  a  plane  crash 
January  25. 

*  4c  * 

Thomas  H.  Ferguson,  vicepresident¬ 
marketing,  Parade — named  vicepresi¬ 
dent-newspaper  relations. 

«  «  ♦ 

Charles  Nutter,  retired  owner  and 
editor  of  the  Picayune  (Miss.)  Item  and 
former  chief  of  Latin  American  opera¬ 
tions  and  New  Orleans  for  the  AP — 
named  director  of  operations  in  Saudi 
.\rabia  for  the  International  Executive 
Service  Corps. 

♦  *  ♦ 

Robert  L.  Melder,  assignment  editor 
of  the  Xewcastle  (Pa.)  News — named 
night  editor,  Passaic  (N.J.)  Herald- 
News. 

4c  4e 

Fred  Chaff,  coordinator,  advertising 
department  of  the  Lincoln  (Neb.)  Jour¬ 
nal-Star — named  national  advertising 
manager  to  succeed  Raymond  P. 
Hitchcock,  who  is  retiring. 

4c  4c  4c 

Robert  M.  Frehse.  Jr.,  formerly  with 
Citicorp — named  director  of  administra¬ 
tion  and  assistant  treasurer  of  the 
Hearst  Foundation,  Inc.  and  the  Wil¬ 
liam  Randolph  Hearst  Foundation. 

4c  4c  4c 

Ron  Tennant,  assistant  display  ad¬ 
vertising  manager,  Morgantown 
(W.Va.)  Dominion-Post — to  advertising 
manager. 

4c  4c  4c 

William  A.  Ott,  general  manager, 
Akron  (Ohio)  Beacon  Journal — re¬ 
elected  president,  Ohio  Newspaper 
Assn.  Harry  R.  Horvitz,  Horvitz 
Newspapers.  Cleveland — elected  vice- 
president;  E.  W.  Lamfso.n,  Jefferson 
Gazette,  board  chairman;  A.  Monroe 
CoURTRiGHT,  Westerville  Public  Opin¬ 
ion — treasurer;  William  J.  Oertel, 
Worthington — secretary  and  executive 
director.  Mayo  Wood,  Wellington  En¬ 
terprise — elected  president  of  the  Buck¬ 
eye  Press  Assn,  weekly  newspaper 
group,  vrith  Vernon  T.  Bowling,  Bowl- 
ing-Moorman  Newspapers.  Tipp  City, 
vicepresident;  Maynard  A.  Buck,  Jr., 
Harrison  News-Herald,  Cadiz — secre¬ 
tary;  Richard  Chambers,  Ada  Her¬ 
ald — treasurer. 
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Allbritton  hires  Daly 
to  oversee  advertising 

Publisher  Joe  L.  Allbritton  of  the 
financially-troubled  Washington  Star- 
News  has  turned  to  a  former  general 
manager  of  the  Washington  Post  to 
help  him  solve  his  problems. 

Allbritton  last  week  (February  13) 
named  James  J.  Daly  as  vicepresident 
of  The  Evening  Star  Newspaper  Co. 
with  advertising  as  his  main  responsi¬ 
bility.  Daly,  who  is  58,  resigned  as 
vicepresident  and  general  manager  of 
the  Post  in  1971.  He  had  joined  the 
Post  in  1955  as  classified  advertising 
manager.  Since  1971,  Daly  has  lived 
in  Boca  Raton,  Florida. 

During  Daly’s  16  years  in  Washing¬ 
ton,  he  was  heavily  involved  in  civic  af¬ 
fairs,  especially  those  connected  with 
the  Board  of  Trade,  the  Convention 
and  Visitors  Bureau,  the  Advertising 
Club  (of  which  he  was  a  director)  and 
the  District  Red  Cross. 

Daly  is  married  and  has  two  daugh¬ 
ters.  He  will  join  The  Star-News  at 
the  end  of  this  month. 

• 

Ros.s  Dalbey,  general  merchandise 
advertising  manager,  Milwaukee  Jour¬ 
nal-Sentinel — elected  president  of  the 
Newspaper  Advertising  Cooperative 
Network.  Melvin  F.  Pauly,  cooperative 
advertising  manager,  Buffalo  Courier 
E.vpress — elected  executive  vicepresi¬ 
dent;  William  Camf,  coop  coordinator, 
Atlanta  J ournal-Constitution — vicepres¬ 
ident. 

♦  *  * 

Lindsay  Crysler,  managing  editor 
of  the  Montreal  Gazette — named  execu¬ 
tive  editor.  Brodie  Snyder,  sports  edi¬ 
tor,  will  be  the  new  managing  editor, 
and  as.sistant  city  editor  Kevin  Boland, 
will  take  over  as  sports  editor. 

*  *  * 

David  L.  Hofcraft,  state  editor  for 
the  Cleveland  Plain  Dealer — named 
city  editor. 

*  *  * 

Charles  Staton,  former  circulation 
department  member  of  the  McAlester 
(Okla.)  News-Capital — to  circulation 
manager,  Pauls  Valley  (Okla.)  Daily 
Democrat. 

4c  4c  4c 

J.  Robert  Sfraker,  former  assistant 
retail  manager  for  the  Detroit  Free 
Press — named  display  advertising  man¬ 
ager,  St.  Paul  Dispatch  and  Pioneer 
Press. 
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Newspapers  singled  out  by  Mobil 
for  their  overall  effectiveness 


ARCO  ad  campaign 
gets  23,000  ideas 


Atlantic  Richfield  Co.  (ARCO)  has 
received  over  23,000  ideas  from  read¬ 
ers  of  its  corporate  ads  soliciting 
ideas  for  solving  the  public  transporta¬ 
tion  problems  facing  the  nation.  (E&P, 
Sept.  14,  1974) 

The  company  which  used  a  15  week 
campaign  in  55  newspapers  has  asked 
individuals  to  send  it  any  and  all  ideas. 
So  far  the  solutions,  ARCO  said,  have 
ranged  from  giant  pneumatic  tubes  to 
magnetic  trains.  Other  ideas  which  were 
advertised  Feb.  12  in  its  newspaper 
ads  across  the  country'  included  three 
decker  buses,  government  transit  bonds, 
corporate  car  pools,  jitneys,  taxes  on 
second  cars,  gravity  powered  cable 
cars,  water  streets  and  school  buses  for 
public  transit. 


By  Darrell  Leo 

When  Mobil  Oil  Corporation  started 
its  corporate  advertising  campaign  dur¬ 
ing  the  energy  crisis,  it  was  not  neces¬ 
sarily  a  matter  of  choice  that  it  ap¬ 
peared  in  newspapers. 

As  a  matter  of  fact,  according  to 
Thomas  J.  Fay,  Mobil’s  manager  of 
corporate  affairs  in  New  York,  the 
company  and  its  agency  Doyle  Dane 
Bernbach  were  more  or  less  forced  into 
daily  newspapers  across  the  country. 

Originally,  Mobil  had  chosen  to  take 
its  corporate  advertising  to  television. 
Unfortunately,  the  networks  found  the 
ads  too  controversial  for  them  and  re¬ 
fused  to  accept.  Mobil  countered  with 
an  offer  to  allow  paid  rebuttal  time. 
The  networks  refused.  Then  Mobil  of¬ 
fered  to  show  any  number  of  commer¬ 
cials  to  the  networks  and  let  them 
choose  what  could  run.  Only  ABC 
picked  up  the  option  and  only  on  a  one- 
shot. 

It  was  only  then,  said  Fay,  that  Mo¬ 
bil  turned  to  newspapers.  All  but  one 
newspaper  accepted  them. 

It  was  then,  he  added,  that  the  com¬ 
pany  began  to  realize  the  advantages 
of  newspapers  to  television  or  maga¬ 
zines.  “We  were  almost  forced  to  rely 
on  newspapers  to  get  our  message 
across  during  the  crisis,”  he  said.  “We 
used  magazines  too,  but  as  anyone  in 
media  sales  can  tell  you,  their  long 
closing  dates  put  most  of  our  ads  out 
of  reach,”  he  told  New  York  ad  reps 
last  week. 

Fast-closing  and  flexibility  were 
two  of  the  reasons.  Fay  said,  that  Mo- 


“We  found  that  the  basic  structure 
of  television  because  of  its  brevity  was 
superficial  and  misleading.  Tv  was  un¬ 
able  to  handle  problems  like  the  crisis 
since  it  had  no  energy  experts.” 

Newspapers,  he  said,  at  least  had  re¬ 
porters  familiar  with  the  situation  and 
many  of  them  reached  a  level  of  com¬ 
petence  that  allowed  them  to  write 
fairly  and  intelligently  about  the  cri¬ 
sis.  “Even  if  the  networks  had  reached 
the  level  of  expertise  that  the  newspa¬ 
pers  had,  I  doubt  because  of  their 
.structure  that  they  could  have  done  as 
good  a  job  or  given  proper  coverage.” 

On  the  other  hand.  Fay  cited  news¬ 
papers  for  their  willingness  to  not  only 
carry  the  controversial  Mobil  ads  but 
to  allow  public  debate  within  their 
pages  of  the  issue.  It  was  something 
“tv  couldn’t  and  wouldn’t  allow,”  he 
said. 

“Through  this  campaign,  Mobil  began 
to  see  the  primacy  of  newspapers  as 
the  medium  for  companies  to  handle 
such  crisis  situations,”  he  said,  predict¬ 
ing  that  this  area  would  continue  to 
grow. 

“Newspapers  because  of  their  format 
have  a  built-in  advantage,  as  we’ve 
been  able  to  learn  through  experience,” 
Fay  added.  Tv  has  its  advantages,  but 
it’ll  never  be  able  to  replace  newspa¬ 
pers  for  getting  information  in  bulk  to 
the  public.” 

Now  Fay  said,  Mobil’s  op-ed  program 
is  the  mainstay  of  its  corporate  adver¬ 
tising.  The  program  which  began  run¬ 
ning  in  the  New  York  Times  now  ap¬ 
pears  in  regional  newspapers  through¬ 
out  the  country.  The  idea,  he  said,  is 
to  reach  the  opinion  makers  and  lead¬ 
ers  which  newspapers  of  certain  cate¬ 
gories  reach. 

Right  now  Mobil  plans  to  stick  with 
its  newspaper  schedule,  in  about  the 
same  concentration.  However,  he 
added,  Mobil  was  expanding  its  oil- 
issues  only  concept  to  comment  on 
other  related  issues.  One  was  whether 
the  company  had  the  right  to  advertise 
on  television.  That  newspaper  ad  re¬ 
ceived  3-4,000  responses,  a  majority 
condoning  the  right. 
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Thomas  J.  Fay 


bil  went  newspaper.  Stressing  news¬ 
papers  flexible  format  in  present  a 
large  number  of  viewpoints  on  any 
given  issue,  he  said,  “You  can’t  rebut 
television  through  letters  to  the  editor, 
because  they  don’t  have  them.” 

Overall,  he  said,  newspapers  both  edi¬ 
torially  and  advertising-wise  did  a  bet¬ 
ter  job  of  covering  the  energy  crisis 
than  tv  or  magazines. 

“Television  coverage  of  the  energy 
crisis  was  a  serious  problem,”  he  said. 
“They  had  set  their  minds  against  us 
almost  from  the  beginning.  And  they 
weren’t  about  to  let  us  get  our  say.” 
The  problem,  however,  goes  much 
deeper.  Fay  said. 


IN  GOING  ALTOONA 


.  . .  Pennsylvania's  2nd  SMSA  in  both 
retail  and  food  sales  per  household 


,,.if  you're  not  In  the 

Eltoona  SKirtor 

you  may  be  left  off  of  4  out 
of  5  daily  shopping  lisfs! 


ALTOONA  MIRROR.  Altoona  Pennsylvania's  Only  Daily  Newspaper. 
For  information,  call  Richard  E.  Beeler,  Ad  Manager,  814-944-7171 


Those  are  some  of  the  reasons  why  1 73  dailies  have  already  switched  to  NAPP.  Here  are  some  more: 


EASY  TO  PROCESS 

NAPP  techniques  can  be  learned  in  ONE  HOUR. 

CONSISTENTLY  EXCELLENT  REPRODUCTION 

Even  after  a  MILLION  impressions. 

PRECISION-MANUFACTURED 

Quality  controlled  from  raw  material  to  ready-to- 
use  .030  plates  for  direct  printing  and  .040  plates 
for  pattern  or  direct  use. 


FAST 

Less  than  6  minutes  from  package  to  finished 
press-ready  plate. 

ECONOMICAL 

Low  plate  cost.  Fewer  man  hours.  Minimum  main¬ 
tenance.  No  special  storage  conditions. 

SMALL  INVESTMENT 

As  little  as  $1 5,000  needed  for  a  complete  NAPP 
platemaking  system. 


And  NAPP  offers  YOU  the  GREATEST  CHOICE,  LOWEST  INVESTMENT  of  all  photopolymer  systems. 


Write,  wire  or  phone 


NAPE 


Post  Office  Box  246,  San  Marcos,  California  92069  (7 1 4)  744-4387 


SYSTEMS  (USA)  INC. 


Shield  laws 

(Continued  from  page  7) 


Roberts  that  he  would  not  sijfn  an  order 
for  a  hearing  if  Judge  Roberts  did; 
Judge  Roberts  ordered  a  hearing  for 
December  18. 

Eventually  I  agreed  to  attend  the 
hearing  and  testify  if  the  judge  prom¬ 
ised  not  to  have  me  arrested  on  the 
spot  and  whisked  to  New  Jersey;  that 
I  had  not  been  held  in  contempt;  and 
that  the  order  to  appear  in  New  Jersey 
was  no  longer  operative. 

Comprise  offered 

During  that  hearing  I  offered  the  de¬ 
fense  attorneys  a  compromi.se:  Instead 
of  asking  me  whom.  I  had  checked  with 
to  ensure  Pecznick’s  identity,  why  not 
ask  me  if  I  had  checked  with  the  peo¬ 
ple  they  purportedly  suspected  (ie: 
State  Police,  New  Jersey  Attorney  Gen¬ 
eral’s  office,  any  policeman).  Their 
stated  cause  was  to  demonstrate  a  con¬ 
spiracy  on  the  part  of  those  parties  to 
generate  adverse  pretrial  publicity.  I 
said  I  would  answer  that  question,  so 
long  as  I  did  not  have  to  identify 
sources. 

The  attorneys,  who  represented  to 
the  court  first  that  they  could  speak 
for  all  nine  defendants,  refused  the  of¬ 
fer  on  the  grounds  that  they  could  not 
speak  for  all  the  defendants. 

Alan  Silber,  one  of  the  defen.se  at¬ 
torneys  testified  under  oath  that  he  in¬ 
tended  to  ask  me  questions  far  beyond 
the  stated  purpose  on  the  court  ap¬ 
plication. 

All  of  this  only  served  to  support  my 
early  suspicions  that  the  attorneys’  real 
purpose  in  calling  me  was  to  ask  that 
one  question  they  knew  I  would  not 
answer.  Mv  ultimate  jailing  would  gen¬ 
erate  publicitv  to  poison  the  trial  at¬ 
mosphere  and  bring  about  a  mistrial. 
The  attorneys  denied  and  continue  to 
deny  this. 

On  January  I."),  the  entire  matter  be¬ 
came  moot  when  the  defendants  in  the 
trial  pleaded  guilty.  The  case  was  over, 
and  I  went  home  to  my  family  for  t'.ie 
first  time  in  14  weeks. 

Threat  still  exists 

I  said  the  case  was  over,  but  the 
threat  certainly  is  not!  What  of  all 
tho.se  other  news  organizations  that  op¬ 
erate  in  New  York?  (or  other  media 
centers,  for  that  matter). 

What  of  their  circulation  and  cover¬ 
age  in  New  Jer.sey  and  Connecticut, 
where  no  .shield  exists  either?  For  that 
matter,  what  of  their  jeopardy  in  any 
of  those  25  other  states  without  news¬ 
men’s  privilege? 

Does  this  threat  become  reason  to 
push  for  federal  preemptive  shield  cov¬ 
erage  in  all  50  states  and  Federal  juris¬ 
dictions?  (where  no  protection  exists 
either).  Or  does  it  temper  the  news 
philosophy  of  those  organizations 
whose  product  meanders  outside  the 
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protective  boundaries  of  New  York? 

Questions  I  cannot  answer. 

Judge  Roberts  never  ruled  in  my 
case,  so  it  is  conjecture  that  I  don’t  be¬ 
lieve  he  w'ould  have  ruled  in  my  favor. 
This  conjecture,  however,  is  based  on 
a  sharpened  instinct  for  having  been 
there  once,  plus  some  revelatory'  off  the 
record  legwork. 

Now  having  raised  the  issue,  my  con¬ 
cern  is  not  so  much  for  me  personally 
as  it  is  for  the  public  which,  trite  as 
the  expression  has  become,  DOES  have 
the  right  to  know. 


IMON  KNOCKER 

As  a  working  journalist  (former  Guild 
member  but  now  company  union  mem¬ 
ber)  I’ve  been  positively  enthralled  by 
tbe  continuing  saga  of  the  Wilmington, 
Del.,  newspapers  as  reported  in  your 
columns.  Especially  fascinating  was  the 
interview  with  Norman  Isaacs  (Feb.  8 
E&P). 

I  was  intrigued  to  read  that  he  is 
quoted  as  being  “deeply  opposed  to  a 
Guild”  and:  “I’m  advising  them  to  stay 

away  from  the  big  unions . The 

Guild  is  as  bad  as  politicians.  I  don’t 
think  the  average  newspaperman  really 
wants  to  join  a  union.” 

Seems  to  me  that  Mr.  Isaacs,  far  from 
being  the  “savior”  he  is  billed  as  being, 
might  just  prove,  in  the  end,  to  be  as 
much  the  politician  as  the  politicians  he 
apparently  abhors. 

Before  becoming  editor-in-residence  at 
Columbia  University  he  was  vicepresi¬ 
dent  and  executive  editor  of  the  Louis¬ 
ville  Courier-Journal  and  Times.  Did 
his  Louisville  staffs  ever  have  the  op¬ 
portunity  to  join  tthe  Guild?  Do  they 
now,  or  have  thev  ever  had.  even  a 
company  union?  Was  Mr.  Isaacs,  him¬ 
self.  ever  a  union  member?  Yet,  wouldn’t 
you  know,  here  he  is  “advising”  his 
Wilmington  staff  that  they  should  have 
“a  tough  little  union  of  their  own  IF 
they  have  to  have  one.”  Given  that  ap¬ 
proach,  one  can  only  hope  W'ilmington 
staffers  will  perceive  the  merits  of  being 
organized  and  are  fully  aware  of  their 
rights  to  do  just  that  under  the  National 
Labor  Relations  Act.  Having  had  his 
little  chats  with  staffers,  Mr.  Isaacs  will, 
presumably,  in  the  spirit  of  fair  play 
and  a  fully  informed  staff,  at  least, 
suggest  they  now  have  discussions  with 
union  officials  to  hear  their  points  of 
view  ? 

Meanwhile,  if  I  were  a  Wilmington 
staffer  I’d  want  Mr.  Isaacs  to  answer 
just  a  couple  of  questions:  1.  How  much 
is  he  paid  as  “savior”  of  the  Wilmington 
papers  2.  Will  Mr.  Isaacs  extend  to  his 
Wilmington  staff  the  right  to  hold  two 
jobs — to  moonlight,  if  you  will — as  he. 
himself,  is  doing  in  Wilmington  and 
New  York? 

Based  on  his  replies,  if  any,  one  might 
then  be  able  to  put  into  some  realistic 
perspective  his  Messianic  image.  But 
let’s  not  hold  our  breath. 

Eric  Frankland 

(Frankland  is  a  New  York  newspaper¬ 
man.) 
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BARGAINING  ISSUE 

As  long  as  I  have  been  in  the  business, 

I  suppose  I  should  recognize  that 
Editor  &  Publisher  means  what  it  says 
and  that  your  views  represent  just  that. 

I  still  am  sufficiently  naive,  however,  to 
be  shocked  to  learn  from  your  editorials 
(Feb.  1  issue)  that  all  wisdom — all 
honesty — all  integrity  reside  in  man¬ 
agement. 

The  Newspaper  Guild  has  a  stake  in 
ethics  in  the  profession,  too.  Sometimes 
I  think  it  is  more  meaningful  than  the 
holier-than-thou  stands  taken  by  man¬ 
agement.  We  believe  in  ethics,  in  integ¬ 
rity,  and  try  to  make  it  work.  But  we 
demand  a  voice  in  determining  how  the 
thing  operates  That’s  what  the  NLRB 
decision  upheld. 

Not  that  there  shall  be  no  ethics,  but 
that  we  arrive  at  the  standards  together. 
And  Guild  standards  will  be  no  lower 
than  those  of  management — just  natural. 

James  B.  Woods 

(^'oods  is  past  International  Chairman 
of  The  Newspaper  Guild.) 

*  *  * 

MAKES  SENSE 

I  liked  the  way  Roy  H.  Copperud 
abandoned  active  warfare  against  use  of 
hopefully  in  its  bastard  form.  His  rea¬ 
soning  makes  sense:  “It  is  here  to  stay, 
and  though  I  will  not  use  it  I  will  not 
waste  any  more  effort  criticizing  it.” 
(Editorial  Workshop  No.  491). 

A  coinciding  view  came  from  a  Satur¬ 
day  Review  columnist,  Thomas  H.  Mid¬ 
dleton:  “Probably  the  principal  mean¬ 
ing  of  hopefully  is  ‘it  is  hoped  that,’  and 
if  we  don’t  accept  that  fact  without 
grumbling  we’re  wasting  time  and 
energy.” 

Those  who  deplore  permissive  English 
may  feel  betrayed,  as  I  felt  when  up¬ 
coming  appeared  on  Page  One  of  the 
New  York  Times.  But  now,  hopefully, 
we  can  turn  to  more  important  things 
such  as  helping  the  reader  down  columns 
cluttered  with  ambiguity  and  verbosity. 

As  a  starter  copyreaders  might  pay 
more  attention  to  however. 

Isn’t  that  sentence  in  your  story  just 
as  clear  without  it?  My  guess  is  that  it 
slows  up  the  reader,  rather  than  helping 
him,  909o  of  the  time  it’s  used- 

Ben  Bassett 

(The  writer  was  for  40  years  a  reporter 
and  editor  with  AP.) 

*  *  » 

BODY  TYPE  SURVEY 

It’s  good  to  read  (E&P,  p.  18,  Jan.  25) 
that  people  prefer  “Roman”  type  over 
sans  serif,  and  a  good  column  width 
“ranges”  about  14  picas.  So  the  re¬ 
searchers  in  readability  over  the  past  40 
or  so  years  were  right  after  all!  Could 
he  that  in  the  years  to  come  studies  will 
include  such  mundane  factors  as  point 
size,  design,  lowercase  x-height,  leading 
between  lines  and  the  like.  I’m  looking 
forward  breathlessly  to  read  that  some 
8  point  looks  (reads)  bigger  than  some 
14  point  type!  Please  hurry  before  my 
good  eye  gives  out! 

R.  Randolph  Karch 

Dunedin,  Fla. 
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ANPA  to  act 
on  FCC  joint 
ownership  rule 

By  I.  William  Hill 

The  Board  of  Directors  of  the  Ameri¬ 
can  Newspaper  Publishers  Association, 
at  its  winter  meeting  last  week  on  St. 
Martin  Island  in  the  West  Indies,  re¬ 
quested  its  Task  Force  on  Broadcast 
and  CATV  Ownership  to  consider  how 
ANP.\  should  respond  to  the  cross¬ 
ownership  decision  of  the  Federal  Com¬ 
munications  Commission. 

The  FCC,  on  January  28,  had  barred 
any  future  acquisitions  that  would  re¬ 
sult  in  common  ownership  of  a  news¬ 
paper  and  any  kind  of  broadcast  sta¬ 
tion  in  the  same  town.  The  Commis¬ 
sion  also  ordered  seven  existing  news¬ 
paper-tv  combinations  and  nine  news¬ 
paper-radio  combinations  to  be  broken 
up  by  January  1,  1980.  (E&P,  Febru¬ 
ary  1). 

The  .4NP.\  Board  also  authorized  its 
elected  officers  to  act  on  the  Task  Force 
recommendations. 

The  Task  Force  held  a  special  meet¬ 
ing  in  Washington  on  February  6  and 
considered  two  possible  actions:  To  file 
a  petition  for  reconsideration  with  the 
FCC  and/or  to  file  an  appeal  of  the 
Commission’s  new  rule  directly  with 
the  United  States  Court  of  .Appeals. 

Meantime,  the  16-newspaper-broad¬ 
cast  combinations  ordered  to  divest  are 
taking  various  means  to  fight  the  or¬ 
der. 

Three  routes  are  possible,  Jonathan 
David,  of  the  FCC  Broadcast  Bureau, 
told  Editor  and  Publisher  last  week. 
They  are:  (1)  to  make  a  court  appeal; 
(2)  To  petition  the  FCC  for  reconsid¬ 
eration;  and  (3)  To  petition  FCC  for 
a  waiver. 

In  the  first  ten  days  following  the 
FCC  ruling,  four  notices  of  appeal 
were  filed  in  the  courts,  according  to 
Sheldon  Gutman  of  the  Litigation  and 
Enforcement  Division  of  the  Office  of 
the  FCC  General  Counsel. 

The  first  filed  was  by  the  National 
Citizens  Committee  for  Broadcasting, 
an  organization  taking  the  position  the 
FCC  should  have  gone  much  further 
in  the  action  taken.  Frank  Lloyd,  the 
NCCB  attorney,  filed  notice  of  his  ap¬ 
peal  at  the  U.S.  Court  of  Appeals  in 
Washington  the  day  the  news  release  on 
the  FCC  ruling  was  issued.  The  NCCB, 
like  the  Justice  Department,  feels  the 
Commission  should  have  broken  up 
most  of  the  newspaper  cross-owner¬ 
ships,  not  just  seven  newspaper-tv  and 
nine  newspaper-radio  combinations. 

The  second  notice  of  appeal  was 
filed  the  same  afternoon,  January  28, 
in  Richmond,  Va.  This  notice  came 
from  attorneys  for  the  Ogden  News¬ 
papers  of  Wheeling,  West  Virginia. 
Ogden  owns  no  stations  but  is  deter¬ 
mined  to  fight  any  order  that  prevents 


it  from  acquiring  any  broadcast  out¬ 
lets  in  cities  where  it  operates  news¬ 
papers. 

The  next  day,  a  lawyer  for  one  of 
the  nine  newspaper  cross-ownerships — 
the  Norfolk  (Nebr.)  Daily  Newif  and 
WJ.4G-am-fm — filed  a  notice  of  appeal 
in  the  Appeals  Court  for  the  Eighth 
Circuit  in  St.  Louis. 

.411  these  early  filings,  however,  were 
then  held  by  FCC  attorneys  to  have 
been  premature — that  the  time  for  fil¬ 
ing  notices  of  appeal  didn’t  begin  until 
the  text  of  the  order  was  released. 
This  came  on  Friday,  January  31.  Both 
the  NCCB  and  the  Ogden  lawyers  re¬ 
filed  notices  of  appeal,  this  time  with 
amendments. 

-4t  the  same  time,  another  cross- 
ownershin  combination  became  in¬ 
volved.  The  Ogden  attorney,  along  with 
his  own  papers,  filed  also  in  behalf  of 
the  owners  of  the  Daily  Teleyraph,  in 
Bluefield,  West  Virginia,  and  its  broad¬ 
cast  outlets,  WlllS-tv-am-fm. 

The  question  was  raised  as  to  why 
attorneys  filing  notice  of  appeal  in 
courts  would  take  the  court  route  with 
the  possibility  that  a  court  might  rule 
that  the  cross-owners  had  not  previ¬ 
ously  exhausted  all  other  means  of 
remedy — namely,  asking  for  FCC  re¬ 
consideration  or  asking  for  an  FCC 
waiver. 

One  FCC  source  speculated  that  at 
least  some  of  the  parties  seeking  relief 
through  the  courts  would  be  basing 
their  case  on  something  over  which  the 


FCC  would  have  no  jurisdiction — 
namely,  a  challenge  of  the  right  of  the 
FCC  to  issue  the  divestiture  order. 

.4s  of  Februarj'  10,  at  least  six  of 
the  cross-ownerships  ordered  to  divest, 
have  said  they  will  seek  an  FCC  waiver. 

They  are:  Anniston  (.41a.)  Star  and 
WHM.4-tv;  Texarkana  (Tex.)  Gazette 
and  KT.4L-tv;  Watertoivn  Daily  Times 
and  WWNY-tv;  Arkansas  City  (.4rk.) 
Traveler  and  KSOK;  Aryns  Press,  in 
Owosso,  Mich,  and  W0.4P  and  W0.4P- 
fm;  and  the  Findlay  (Ohio)  Repub¬ 
lican-Courier  and  WFIN  and  WFIN- 
fm. 

None  of  these  has  as  yet  filed  a  peti¬ 
tion  for  waiver  with  the  FCC,  how¬ 
ever.  The  Broadcast  Bureau’s  David 
pointed  out,  however,  that  they  have 
six  months  in  which  to  do  so. 

Meantime,  many  eyes  are  turned 
toward  the  Justice  Department,  where 
officials  of  the  .4ntitrust  Division  have 
been  free  in  expressing  disappointment 
over  what  they  regard  as  a  weak  FCC 
ruling  on  cross-ownership. 

It  is,  of  course,  possible  that  the 
Justice  Department  could  file  a  court 
appeal  attacking  the  FCC  ruling  or, 
as  the  Department  has  done  previ¬ 
ously,  could  begin  to  petition  against 
license  renewals  for  any  broadcast  me¬ 
dia  in  areas  where  there  is  newspaper- 
broadcast  cross-ownership.  The  Justice 
Department  could  also,  if  it  wished, 
pick  one  of  the  combinations  and  file  an 
antitrust  suit  against  it. 
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Advertisinp  scene 

Classified  ad 
slump  in  South 

By  Daniel  L.  Lionel 

“We  haven’t  lost  our  punch!” 

So  declared  William  Gardner,  classi¬ 
fied  manager,  Raleigh  (N.C.)  News 
and  Observer,  at  the  Southern  Classi¬ 
fied  Advertising  Managers  Association 
Business  Conference  Telephone  Sales 
Seminar  in  Knoxville,  Tenn. 

“For  many,”  said  Gardner,  “it’s  prob¬ 
ably  the  first  time  in  your  career  that 
you  have  experienced  serious  linage,  ad 
count  and  revenue  losses — the  first 
time  you  have  experienced  a  noticeable 
decline  in  the  number  of  times  the  tele¬ 
phone  rings  in  the  phone  room  each 
day  .  .  .  the  first  time  many  of  us  have 
gotten  a  “no”  answer  when  we  call  our 
favorite  ad%'ertisers  to  get  them  in  on 
a  special  we’re  selling.” 

Chats  with  individual  CAMs  in  the 
corridors  and  hospitality  suites  pro¬ 
vided  the  statistics  behind  Gardner’s 
realistic  appraisal.  “Our  help  wanted 
was  off  60%  in  January,”  Fred  Ras¬ 
mussen,  CAM  the  Miami  Herald,  said. 
X  much  appreciated  60%  increase  in 
rental  linage  helped  offset  the  loss  in 
the  much  larger  employment  category. 
“We’re  benefitting  from  the  inability 
of  condominium  builders  to  sell  in  this 
market.”  he  said,  “.so  they’ve  turned 
to  rentals.” 

Eldred  Garter,  CAM  of  the  Atlanta 
Journal-Constitution  for  the  past  16 
years  said  the  current  drop  was  the 
worst  in  his  memory.  “Last  month,” 
he  said,  “we  were  off  62%  in  help 
wanted  linage  and  58%  in  ad  count.” 


With  much  of  help  wanted  linage  billed 
at  the  national  classified  rate,  about 
50%  higher  than  the  local  rate,  the 
impact  on  total  classified  revenue  was 
self  evident. 

Smaller  papers  like  the  Lexington 
(Ky.)  Herald  Leader  were  starting  the 
new  year  with  sagging  want  ad  volume 
too.  CAM  Earl  Roberts  was  still  shak¬ 
ing  his  head  over  a  38%  ad  count  and 
18%  linage  loss  in  January’ — the  first 
such  drop  in  years. 

Looking  back  over  37  years  as  CAM 
of  the  Durham  (N.C.)  Herald  Sun, 
SCAM  A  president  C.  C.  Mulholland 
recalled  getting  a  $10  bonus  the  first 
time  his  newspaper  carried  a  full  page 
of  classified  on  a  Sunday.  “Now,”  he 
said,  “we  regularly  run  14-18  pages 
on  a  Sunday  and  even  with  this  decline, 
which  I  know  is  temporary,  we  ran  12 
full  pages  last  Sunday.” 

Like  their  leader  most  SCAMA  mem¬ 
bers  we  spoke  to  characterized  the 
losses  which  began  in  the  last  half  of 
’74  and  deepened  as  but  “a  -temporary 
slowdown”  in  the  classified  advertising 
march  from  the  $2.26  billion  1974  vol¬ 
ume  to  a  projected  $4  billion  by  1980. 

As  Gardner  told  the  group  “Even 
though  this  period  is  causing  hard¬ 
ships  for  manv  it  is  affording  us  the 
best  opportunity  we’ve  had  in  years 
to  stop  and  think,  to  analyze,  to  re¬ 
align,  to  train,  to  evaluate  and  re¬ 
activate  the  old  punch  that  it  took  to 
get  us  going  in  the  beginning  and  to 
attain  this  high  position  we  have  been 
enjoying.” 

Adding  further  to  the  problems  fac¬ 
ing  the  CAMs  in  a  deep  recession 
period  is  the  growing  threat  of  radio 
and  tv  to  the  generally  regarded  ‘safe’ 
classifications  of  automotive  and  real- 
estate.  “They  generally  only  try  tv 
for  6  weeks  and  then  they’re  out  and 
back  in  classified,”  said  one  CAM  at 
a  morning  session  “but  we  can’t  afford 


to  lose  those  six  weeks.” 

The  CAMs  took  time  out  for  a  gala 
dinner  dance  and  an  election  which 
saw  the  gavel  pass  to  George  Varner, 
CAM  Ft.  Lauderdale  News  with  Har- 
land  Phillips,  CAM  Macon  Telegraph 
News  moving  up  to  1st  vicepresident. 

• 

News  photog 
takes  pictures 
in  courtroom 

Enterprise  by  a  small  daily  news¬ 
paper  photographer  paid  off  recently 
with  a  picture  of  a  murder  trial  in 
progress  taken  inside  the  courtroom. 

Jan  Fardell,  photographer  for  the 
Longview  (Wash.)  Daily  News  got  the 
idea  for  the  picture  as  the  trial  of  17- 
year-old  Bernie  Kroll  proceeded  in  Cow¬ 
litz  County  Superior  Court. 

He  called  Judge  Frank  Price  to  ask 
permission  to  take  the  photo.  Price  told 
him  to  contact  attorneys  for  the  state 
and  the  defense.  Both  sides  agreed  and 
Judge  Price  gave  his  permission.  The 
only  condition  was  that  no  witness  be 
on  the  stand  at  the  time. 

Fardell  took  his  pictures  from  a  cor¬ 
ner  of  the  courtroom,  using  natural 
light.  The  jur>’  was  in  the  box.  The  de¬ 
fendant  was  identifiable.  Two  pictures 
ran  on  page  one  in  the  January  11  is¬ 
sue. 

The  same  day.  The  Daily  News  of¬ 
fered  the  best  of  the  two  pictures  to 
the  AP  Wirephoto  network,  and  Seattle 
took  it  in  from  the  transmitter  sta¬ 
tioned  in  Long\’iew. 

Reaction  to  the  picture  from  the 
judge  and  lawyers  involved  was  uni¬ 
formly  good. 

Judge  Price  said  Fardell  adhered  to 
the  condition  imposed  by  the  court  and 
“no  disruptions  or  problems  resulted.” 

!  He  said  he  would  not  have  permitted 
I  the  picture  if  lawj’ers  for  either  side 
;  had  objected- 

'  Chief  Deputy  Prosecutor  James 
Warme  said,  “I  wasn’t  even  aware  of 
!  the  photographer’s  presence,  partly  be- 
I  cause  the  courtroom  was  full,  but  pri- 
I  marily  because  he  didn’t  use  flash  equip¬ 
ment  and  was  inconspicuous.  The  pic¬ 
tures  were  done  in  good  taste,  and  im¬ 
portantly,  advance  clearance  was  ob¬ 
tained.” 

Warme’s  assistant,  Dep.  Prosecutor 
Robert  Falkenstein  said,  “I  see  no  ob¬ 
jection  to  courtroom  photography  when 
handled  in  this  manner.” 

Defense  attorney  C.  C.  Bridgewater 
said,  “The  way  this  was  handled  was 
fine  with  me.  The  pictures  were  in  good 
taste  and  did  not  attempt  to  depict  a 
carnival  atmosphere,  which  is  some¬ 
thing  I  feel  must  be  avoided.  I  would 
encourage  more  photography  of  this 
t>T)e.” 

Donald  McCulloch,  another  defense 
attorney,  said,  “There  was  nothing  dis¬ 
ruptive  in  the  way  the  photos  were 
taken  ...  I  have  no  complaints  what¬ 
soever.” 
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ITU 

{Continued  from  page  11) 


Greenspun  took  over  the  paper  and 
renamed  it. 

The  ITU  also  started  the  Las  Vegas 
Sun  in  1948-49,  and  Greenspun  indi¬ 
cated  an  interest  in  it,  said  Bevis,  and 
bought  it  in  1952  and  started  to  make 
payments  on  it.  “We  knew  Greenspun 
had  made  a  success  of  the  Las  Vegas 
Sun  and  we  were  able  to  work  out  an 
agreement  with  him  for  the  Colorado 
Springs  Sun.” 

The  ITU  has  no  further  ties  with  the 
Colorado  Sun — except  that  the  paper 
is  union.  And  the  competitive  Colorado 
Springs  Gazette-Telegram,  an  after¬ 
noon  paper  is  non-union — and  a  paper 
in  the  Freedom  Newspapers  Group, 
published  by  Harry  H.  Hoiles. 

ITU  criticizes  the  .\F 

Talk  turned  to  a  recent  Associated 
Press  story  about  the  ITU  cutting  its 
pension  pay  to  retired  members. 

McMichen  said,  “That  AP  story  was 
completely  unresearched.”  Bevis  said 
the  story,  which  appeared  in  both  Den¬ 
ver  newspapers  a  few  weeks  back,  “was 
so  far  off  and  was  careless  reporting. 
They  did  it  without  checking  into  the 
facts.” 

“We  don’t  consider  ourselves  news¬ 
paper  publishers,”  Bevis  said. 

The  ITU  issued  a  news  release  Feb¬ 
ruary  14  on  the  matter.  It  reads: 

“A  recent  Associated  Press  wire  story 
regarding  the  fraternal  benefits  of  the 
International  Typographical  Union  con¬ 
tained  numerous  glaring  errors.” 

The  AP  dispatch  cited  an  ITU  mem¬ 
bership  figure  of  1,288  members.  The 
release  says  that  the  council  had  in¬ 
dicated  that  in  1974,  the  ITU  member¬ 
ship  had  decreased  by  that  number. 
The  membership  figure  is  just  under 
100,000.  The  ITU  release  says  that  the 
incorrect  story  gave  the  number  of  pen¬ 
sioners  as  8,000.  The  correct  figure  at 
the  end  of  the  year  was  22,380,  8,000 
of  whom  were  also  receiving  the  ITU 
Industrial  Pension. 

This  plan,  established  in  1966,  is  pri¬ 
marily  an  employer-contributed  plan 
under  which  contributions  are  made  on 
behalf  of  employes  covered  by  col¬ 
lective  bargaining  agreements.  The 
plan,  which  has  assets  in  excess  of 
$100  million,  is  not  affected  by  the  ac¬ 
tion  of  the  membership. 

I  The  AP  story  cited  1935  as  the  year 

the  pension  plan  commenced.  The  cor¬ 
rect  year,  says  the  ITU,  is  1908. 

In  a  statement  dated  December  30, 
1974  and  published  in  both  the  January 
issue  of  the  Typographical  Journal  and 
the  January  9,  1975  issue  of  the  ITU 
Revietv,  the  executive  council  of  the  In- 
1  ternational  Typographical  Union  an- 

j  nounced  the  results  of  a  referendum 

election  held  in  December.  The  refer- 
I  endum  had  the  effect  of  reducing  the 


pension  and  mortuary  assessment  by 
one-half  of  1%.  In  other  words  the 
dues  applied  on  January  earnings  and 
payable  by  February  10  were  decreased 
by  one-half  of  1%.  A  change  in  the 
1975  ITU  bylaws,  providing  for  a  fluc¬ 
tuating  pension  benefit  when  a  current 
pension  benefit  payment  would  drop 
the  fund  balance  below  the  $2  Vi  mil¬ 
lion  floor  also  took  effect. 

That  action  of  the  ITU  membership, 
coupled  with  the  dual  problem  of  a  de¬ 
creased  membership,  caused  mainly  by 
radical  inroads  into  the  printing  trade 
made  by  automation  on  one  hand  and 
an  increased  number  of  pensioners  on 
the  other  hand  has  caused  the  pension 
benefits  of  the  fraternal  plan  to  be  re¬ 
duced  from  the  former  amount  of  $100 
per  month  to  $86  in  January. 

The  executive  council  statement 
pointed  out  that  as  of  the  end  of  the 
fiscal  year,  on  May  20,  1974  the  excess 
of  the  average  pension  cost  over  the 
average  incoming  pension  dues  was 
$25.41.  That  picture  has  not  improved. 

The  ITU  Plan,  as  envisioned  by  its 
founders  was  not  intended  to  guarantee 
a  fixed  sum  of  money  to  its  partici¬ 
pants.  “Instead  it  was  set  up  to  pro¬ 
vide  assistance  to  those  aged  members 
who  found  it  impossible  to  continue  in 
or  secure  sustaining  employment  and 
who  had  no  other  means  of  support. 
Funding  in  the  connotation  of  the  mod¬ 
ern-day  industrial  or  employer-contrib¬ 
uted  pension  plans  was  never  part  of 
the  plan,  as  the  outflow  now  became 
greater  than  the  input,  measures  to  dis¬ 
tribute  the  available  revenue  on  an 
equal  basis  were  taken  by  vote  of  the 
membership.  If  the  fund  picture  im¬ 
proves  payments  will  increase,  if  it 
worsens,  payments  will  experience  a 
further  reduction,  issued  the  ITU. 
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Classified  Advertising 


BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


FEATURES  AVAILABLE 


ANNOUNCEMENTS 

ANNOUNCEMENTS 

j  NEWSPAPERS  FOR  SALE 

NEWSPAPERS  WANTED  " 

CONGRESSIONAL 


SAVING  MONEY 


WE  REPORT  CONGRESSMEN'S  VOTES  "MORE  FOR  YOUR  MONEY" 
weekly  localized  by  state.  Do  what  Bright  and  practical  weekly  feature  on 
ISO  dailies,  10  weeklies  do.  Subscribe  stretching  family  dollars.  Great  for 
to  ROLL  Call  report.  Samples.  Sunday  editions  or  weeklies.  Camera- 
I0&3  Natl.  Press  Bldg.  Washington,  ready.  Free  samples.  Mike  LeFan, 
D.C.  2004S.  802  S.  13.  Temple.  Texas  76501. 


GARDENING 


SCIENCE/ ENVIRONMENT 


JOIN  THE  GARDENING  BOOM!  Ex-  FREE  weekly  feature  on  science,  med- 
clusive  photo-powered  weekly.  Walter  'C*ne.  environment,  now  in  over  100 
Masson,  Box  66.  Needham,  Mass.  P«P«rs.  University  of  Iowa  News 
Q2I92.  S«rvic«,  Iowa  City,  Iowa  b22A2. 


MOVIE  REVIEWS 


MOVIE  REVIEWS  by  subscription;  Pro¬ 
fessional.  up-to-the-minute,  for  week¬ 
lies.  small  dailies.  Guarantee  minimum 
100  a  year  only  $3  each.  pReviews, 
P.O.  Box  6553.  West  Palm  Beach.  Fla. 
33405. 


STILL  THE  MOST  ATTRACTIVE,  in 
formed  weekly  music  feature.  "Pop 
Music  Scene,"  now  in  its  fourth  (in¬ 
expensive)  year.  Samples.  Box  167, 
Editor  &  Publisher. 


ANNOUNCEMENTS 

^iTsiness^pportvnities 


WORKING  PARTNER  to  invest  $3000 
or  more  in  new  weekly  tabloid.  New 
York,  New  Jersey  Zone  2.  Have  neces¬ 
sary  typesetting  and  photo  makeup 
equipment.  20  years  experience.  (201) 
568-8442  .  289  Windsor  Rd.,  Englewood, 
N.J.  07631. 


NEWSPAPER  APPRAISERS 


APPRAISALS  FOR  ESTATE  TAX,  part- 
nerihip,  loan,  depreciation  and  in¬ 
surance  purposes.  Sensible  fees.  Bro¬ 
chure.  Marion  R.  Krehbiel,  Box  88, 
Norton,  Kans.  67654,  or  Robert  N. 
Bolitho.  Box  7133,  Shawnee  Mission, 
Kans.  66207. 


NEWSPAPER  BROKERS 


SYD  S.  GOULD  ASSOCIATES 
"the  broker  with  instant  buyers" 
SALES,  SERVICE,  MANAGEMENT 
5464  Government  Blvd. 

Mobile.  Ala.  (205)  666-0893 

Negotiations  for  sales,  purchasing,  ap¬ 
praising  of  newspapers  our  business. 
CLARENCE  W.  TABB  &  ASSOC., 
6614  Rutgers  Street 
Houston.  Texas  77005 
Ph.  (713)  664-9414 

BILL  MATTHEW  COMPANY 
Conducts  professional,  confidential  ne¬ 
gotiations  for  sale  and  purchase  of 
highest  quality  daily  and  weekly  news¬ 
papers  in  the  country.  Before  you  con¬ 
sider  sale  or  purchase  of  a  property, 
you  should  call  (813)  446-0871  day¬ 
time;  (813)  733-8053  nights;  or  write 
Box  3364.  Clearwater  Beach,  Florida 
33515.  No  obligat.on,  of  course. 

PRESERVE  UTMOST  SECURITY  and 
avoid  haggling  in  your  newspaper  sale. 
Newspaper  Service  Co.  Inc.  P  O. 
Dr.  12428,  Panama  City.  Fla.  32401. 


WEEKLY  FEATURES 


FUNNY  OFFSET  CARTOON  PANEL. 
Outdoor  type  for  family  read'ng. 
FREE  SAMPLES.  SIERRA  FEATURES, 
P.  O.  Box  740,  Grass  Valley,  Calif. 
95945. 

BE  YOUR  OWN  syndicate  boss!  Fea¬ 
ture  your  feature  in  FEATURES 
available  and  watch  your  syndicate 
sales  soar!  Last  year  a  fellow  writing 
a  TV  column  placed  an  ad  in  FEA¬ 
TURES  AVAILABLE,  left  it  running  a 
few  months,  and  received  more  than 
300  replies!  That,  of  course,  doesn't 
happen  in  all  cases  but  when  it  does, 
that's  what  we  call  being  well  read! 


ANNOUNCEMENTS 

Tiewspaper^rokers 


I  NEW  ENGLAND  lO-year-old  well- 
I  accepted  monthly  newspaper  ready  for 
conversion  to  weekly,  in  high  income 
residential  community.  Publisher  has 
;  other  interests.  Box  236,  Editor  & 
i  Publisher. 

I  ZONE  4  weekly.  1974  after  tax  net 
$18,500.  Good  potential.  Cash  down 
I  to  pro.  $9240,  balance  10  years.  Box 
I  202,  Editor  &  Publisher. 

i 

'  TERRIFIC  Southern  California  news- 
I  paper  property,  best  climate,  locale, 
growing  area.  Offset,  grossing  over 
$110,000.  should  gross  $200,000.  J.  A. 
i  Snyder,  Newspaper  Broker.  404  N. 

Westwood  Ave.,  Lindsay,  Calif.  93247. 

.  (209)  562-2587. 

COLORADO  MOUNTAIN  WEEKLY  in 
growing  ski  area.  Great  man  and  wife 
i  opportunity,  try  $20-25M  down,  terms 
'  on  balance.  Bill  King  Assoc.,  2025 
;  Foothills  Rd..  Golden.  Colo.  (303)  279- 
I  6345. 

I  SOUTHERN  CALIFORNIA  weekly,  off- 
I  set,  $20,000  down  can  be  built  to  a 
much  larger  paper.  J.  A.  Snyder 
Newspaper  Broker,  404  N.  Westwood 
i  Ave.,  Lindsay,  Calif.  93247. 

I  MINNESOTA  WEEKLY,  $I70,000-Nets 
I  owner  about  $40M  before  tax  and 
depreciation.  State  cash.  Marion  R. 
Krehbiel,  Box  88,  Norton,  Kans.  67654. 

j  $100,000  GROSS,  Southern  California 
j  newspaper,  offset,  rural  area,  $29,000 
down  accounts  receivable  included  in 
price.  J.  A.  Snyder,  Newspaper  Brok- 
I  er,  404  N.  Westwood  Ave..  Lindsay, 
Calif.  93247. 


KREHBIEL-BOLITHO 
Newspaper  Service,  Inc.  ^ 

Newspaper  Sales,  Appraisals, 

Consultations  i 

(H'e  handle  different  properties,  all 
types,  from  our  two  offices.) 
MARION  R.  KREHBIEL,  "Norton  Of¬ 
fice,"  P.  O.  Box  88,  Norton.  Kans. 
67654,  Office  phone  (913)  927-3407. 
ROBERT  N.  BOLITHO,  "Kansas  City 
Office,"  P.  O,  Box  7133.  Shawnee 
Mission.  Kans.  66207.  Office  (913)  236- 
5280;  Res.  (913)  381-6815. 

JOSEPH  A.  SNYDER 
Newspaper  Broker 
Has  Moved  to 
404  N.  Westwood  Ave., 

Lindsay,  Cal,  93247 
(209)  562-25B7 
(Day  or  Night) 

CONFIDENTIAL  NEGOTIATIONS  j 
for  purchase  and  sale  of 
Daily  NEWSPAPERS  Weekly  I 
W.  B.  GRIMES  &  Co. 

National  Press  Building 
Washington  D.C.  20045  i 

(202)  NAtional  S-II33  | 

IT'S  NOT  THE  DOWN  PAYMENT 
that  buys  the  newspaper — it's  the  per-  j 
sonality  and  ability  of  the  buyer.  This  ' 
is  why  we  insist  on  personal  contact  ; 
selling.  j 

LEN  FEIGHNER  AGENCY 
Sox  189,  Mount  Pleasant,  Mich.  48858 


NEWSPAPERS  FOR  SALE 

FINANCIALLY  ABLE,  sales-oriented 
general  manager  sought  to  operate 
weekly  newspaper  group  in  Southern 
California.  You  may  buy  in  if  you 
can  make  substantial  contributions  to 
operations  and  have  substantial  down 
payment.  Box  20S,  Editor  &  Publisher,  i 


ANNOUNCEMENTS 

IV^TATlONSFORSALf 


SPRING  IS  NEAR,  and  we  hear  daily 
from  restless  buyers  seeking  good 
newspapers.  We  weed  out  the  window- 
shoppers  and  make  your  life  less 
cluttered  if  you  wish  to  sell  your  pa¬ 
per.  For  information  write  W.  W. 
Spurgeon  Jr.,  550  Merchants  National 
Bank  Building,  Muncie  Ind.  47305. 
(317)  289-9966. 

If  you  want  TOP  DOLLAR  for  your 
newspaper,  contact  The  Newsmedia 
Company,  newspaper  management 
consultant  and  media  brokers,  James 
E.  Hickey  Jr.,  P.  O.  Box  12195,  North- 
side  Station,  Atlanta,  Ga.  30305. 

ZONE  4  WEEKLY  wanted  by  proven, 
experienced,  solid  editor-manager. 
Will  consider  partnership  with  re¬ 
tiring  publisher.  Box  195,  Editor  & 
Publisher. 

WE  HAVE  QUALIFIED  BUYERS  for 
dailies  and  large  weeklies.  Information 
strictly  confidential. 

DIXIE  NEWSPAPERS,  INC. 

P.  O.  Box  490,  Gadsden,  Ala.  35902 
Ph.  (20S)  546-3356 

MISSOURI  exclusive  weekly  wanted. 
$150,000  range.  Strong  sales  experi¬ 
ence.  well  financed.  Box  207,  Editor 
&  Publisher. 

CALIFORNIA,  TEXAS,  southeast  U.S., 
daily  or  multi-weekly,  grossing  $200M 
to  $500M.  Buyer  well  financed.  Box  267, 
Editor  &  Publisher. 

SMALL  PUBLISHING  SYNDICATE  will 
acquire  weekly  group  or  small  daily. 
Must  do  $100,000  minimum  gross. 
Zones  I,  2,  3.  Box  279,  Editor  &  Pub¬ 
lisher. 


ANNOUNCEMENTS 

TvItat/onsfop^alF 


VHF— TV  STATION 

Leading  station 
in  growing  major  market. 
Network  affiliated. 
Principals  only  write: 

P.  O.  Box  22065 
Northeast  Station 
Washington,  D.C.  20002 
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EQUIPMENT  &  SUPPLIES 


COMPOSING  ROOM 


$  SAVE — New  Headliner  fonfs.  $35  i 
each.  3  for  $100.  Free  catalog.  (212) 
255-i505.  Industrial  Photo,  74  5th  Ave., 
New  York.  N.Y.  1001 1. 

PHOTON  532,  custom  disks,  excellent 
condition.  6  or  8  level  tape.  Contact 
Pete  Rudegeair  or  Tom  Parry,  Leb¬ 
anon  Daily  News,  (717)  272-5&il. 

JUSTOWRITERS  —  COMPUGRAPHIC 
All  models.  Service  provided  by  man¬ 
ufacturer.  FHN  Business  Products. 
Church  Rd.,  Mt.  Laurel.  N.J.  08057. 
(iOf)  235-7&I4. 

HARRIS  EDITING  TERMINAL.  Model 
MOO.  F2IO-00-00.  Serial  No.  269.  For 
further  information  contact: 

William  S.  Miller  Jr. 
Commercial  Printing  Company 
P.O.  Box  6469 
Pine  Bluff,  Ark.  71601 
Phone:  (501)  534-3400 

VIP  #7245-1.  5  fonts.  parts-$l0.500: 
Comp-Star  190-MU.  4  lens— $5000;  AKI- 
PCI  100.  VIP  configuration  parts  kit — 
$2900.  Immediate  sale.  Barney  Bidder. 
West  Orange  Publishing  Corp.,  (714) 
537-7510. 

ALPHATYPE  COMPOSING  SYSTEM;  18 
fonts  and  style  cards.  Also  spare  parts 
kit  and  20  reels  of  magnetic  tape. 
Deadline  for  written  proposals  March 
7.  1975.  Send  to  Northeast  Metropoli¬ 
tan  Regional  Vocational  School,  P.O- 
Box  238.  Wakefield.  Mass.  01880.  Phone 
(617)  246-0810. 


MAILROOM  \ 

SHERIDAN  48P  Stuffing  Machine  dou-  I 
ble  operation  with  direct  delivery. 
Excellent  condition.  Will  operate  for 
your  inspection.  Purchased  1967.  Loyd 
Mitchell.  Courier-Journal  &  Louisville 
Times,  (502  )  582-4581.  j 

GLADER  POLY  WRAP  MACHINES— 3  | 
(two  less  than  5  years  old)  17"  fold. 
Used  up  to  date.  Changing  system  of 
delivery.  Original  price  $3600  each. 
Make  offer.  Don  8urnham.  Circulation 
Director,  The  Advocate,  25  W.  Main 
St.,  Newark,  Ohio.  (614)  345-4053. 

^^^TJewsprint  ^ 

IMMEDIATE  manufacture  and  delivery 
your  size  rolls.  Harco  Inc.,  The  Benson, 
Jenkintown,  Pa.  19046.  (215  )  242-5300. 

ROLLS  ALL  SIZES— BEHRENS  Pulp 
t  Paper  Corp..  1896  Westwood  8lvd., 
Los  Angeles,  Cal.  90025.  (213)  474-6525. 

''^^Terforator^t^e^^ 

NOW  STATIC-FREE  perf  tapes  at  our 
same  prices — lowest  in  U.S.A.  All 
colors.  Top  quality. 

Call  or  write; 

PORTAGE  (216)  929-4455 
Box  5500,  Akron,  Ohio  44313 

^^P^ESSEflTMACHiNER^ 

GOSS  SUBURBAN  6  units,  1968 
Goss  Urbanite  6  unit  press 
Goss  Urbanite  add-on  units 
Goss  Metro  4  units,  1968 
Cottrell  V-15  presses  and  units 
Cottrell  V-I5A,  6  units,  1970 
Fairchild  Colorking  5  units,  1968 
Fairchild  Newsking  presses  and  add¬ 
on  units 

MACHINERY  WANTED- Wo  will  pur¬ 
chase  used  Web  machinery  and  allied 
equipment  for  cash. 

IPEC.  INC. 

401  N.  LeaviH  Street 
Chicago,  Illinois  60612 
Phone:  (312)  738-1200 

ADD-ON  UNITS  for  V-I5A,  Newsking, 
Colorking,  Community  presses.  Avail¬ 
able  now.  O.N.E.,  1761  Tully  C  rcle 
N.E..  Atlanta.  Ga.  30329.  (404  )  321- 
3992. 


EQUIPMENT  &  SUPPLIES 


PRESSES  &  MACHINERY 


PUBLIC  AUCTION 

MERGENTHALER  PACER  36, 
2-UNIT  WEB  OFFSET  PRESS 

with  (2)  perfecting  units  eo'h 
with  22^/a''  cut-off  &  36^^  web 

width  and  a  Mogul  Folder,  will 
be  sold  at  Public  Auction  to  the 
highest  bidder  on  Thursday,  March 
n,  1975  in  New  York  City.  Th3 
PACER  36  was  designed  for  sub* 
urban  &  small  doily  newspapers 
and  with  the  Mogul  Folder  can 
produce  a  wide  range  of  shop* 
pers,  booklets,  directories  &  pa¬ 
perback  books.  Very  fast  make- 
ready  permits  short  runs  on  an 
economical  &  profitable  basis. 
This  press  will  be  part  of  an 
auction  of  a  very  large  Legal  & 
Financial  printing  plant  which 
contains  (3)  42-Pica  Linotypes  & 
Intertypes  plus  (10)  30-Em  ma¬ 
chines,  a  large  Composing  Room, 
(4)  Sheet-fed  offset  presses,  a 
'arge  Bindery  and  (4)  Heidelberg 
letterpresses.  For  further  details 
and  a  free  descriptive  circular, 
contact  the  auctioneers:  Print-Art 
Services,  Inc.,  277  Broadway, 
New  York,  N.Y.  10007-(212)  964- 
2350. 


4  UNIT  GOSS  SUBURBAN,  serial 
#905,  with  folder  and  folder 
30hp  motor  and  Fincor  electrical 
drive,  $55,000.  2  unit  Suburban  press, 
serial  #941.  with  folder  and  Va  fold¬ 
er,  20  hp  motor  and  Fincor  electrical 
drive.  $30,000.  Or  will  sell  as  a  $ 
unit  2  folder  press  for  $70,000.  Avail¬ 
able  approximately  90  days.  Call  Hal 
Trumbull.  (206)  255-1777,  Production 
Co.,  4232  Jones  Ave.  N.E.,  Renton, 
V/ath.  98055. 

!  COHRELL  V-I5A.  4  unit  press,  1973, 

I  big  folder,  30hp  drive,  complete 
$65,000.  O.N.E.,  1761  Tully  Circle 

N  E..  Atlanta.  6a.  30329.  (404)  321- 
3992. 

I  THE  TRENTON  TIMES 
,  NEWSPAPER 

i  is  currently  operating  with  a  lO-un't 
I  Scott  press  having  the  following  fea- 
I  tures: 

One  single  3:2  folder 
I  One  double  3:2  folder 
'  Color  hump  on  both  units  3  and  10 
.  Skip  slitters 

I  Semi-automatic  pasters  with  Jones  ten¬ 
sion 

I  58"  web  width 
23  9 '16"  cut-off 
Dynapure  ink  demisting  system 
Tension  plate  lockup  with  aluminum 
saddles  to  accommodate  .030  thin  re¬ 
lief  plate 

Reels  will  accommodate  40"  diameter 
rolls 

Angle  bars  for  units  3.  4,  9  and  10. 

'  With  the  above  equipment  we  have 
the  capability  to  run  8  units  into  one 
folder  or  to  run  as  two  5-unlt  presses. 

I  It  should  be  kept  in  mind  that  8  units 
I  and  double  3:2  folder  were  purchased 
;  in  1959  and  2  units  and  single  folder 
\  were  purchased  1962. 

2  units  and  a  folder  will  be  available 
April  I,  1975  and  the  other  8  units 
January  1976. 

:  John  R.  Murphy,  Production  Manager 
TRENTON  TIMES  NEWSPAPER 
500  Perry  St. 

Trenton,  N.J.  08605 
(609)  396-3232 

COUNTERVEYOR  107,  electronic  pro¬ 
grammable  model,  complete  with 
right  angle  cross  conveyor,  rebuilt. 
O  N.E.  1761  Tully  Circ.  N.E.  Atlanta, 
Ga.  30329.  (404)  321-3992. 

VVANTED^rO^BuT^'^^ 


HOE.  8  UNITS,  complete  stereo  de-  '  WEB  PRESS  wanted  by  weekly.  Need 
partment:  Wood  pony,  Sta-Hi,  5-ton  2  units  and  folder.  1965  or  newer, 
pot,  etc.  Call  Mr.  K  Ibridge.  The  Pilot  '  Sidelay  and  circum  registration.  Call 
Publishing  Co.,  Boston.  (617)  482-4316.  i  Mr.  Hunt,  (218)  834-2141. 
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INDUSTRY  SERVICES 


PRESS  ENGINEERING 
&  INSTALLATIONS 


PRESS  INSTALLATIONS,  rigging,  en¬ 
gineering  modifications,  rebuilding 
and  removal.  Single  width  to  4  plate 
wide.  Bramble  Professional  Press  En¬ 
gineering,  8512  Everett  Raytown,  Mo. 
64138.  (816)  358-1943. 


REPRO  PROOFS 


REPRO  PROOFS 
Weeklies — Monthlies,  etc. 
Reasonable  Rates 
High  Quality 
Fast  Service 
(212)  633-7286 


Help 

Wented... 


NEED  FACULTY  MEM8ER,  Fall  1975, 
to  teach  editing  and  communications 
skills.  Salary  negotiable.  MA  or  PhD 
required.  Equal  Opportunity  Employer. 
Write:  Dean  George  E.  Reedy,  Col¬ 
lege  of  Journalism,  Marquette  Uni¬ 
versity,  Milwaukee,  Wise.  53233. 

MIAMI  UNIVERSITY  seeks  an  Assist¬ 
ant  Professor  of  English  and  Journal¬ 
ism.  MA  or  PhD.  12-hour  load.  Salary 
negotiable.  Equal  Opportun  ty  Em¬ 
ployer.  Deadline  for  applications, 
March  I,  1975.  Write:  Robert  Johnson, 
Chairman,  Dept,  of  English.  Miami 
University,  Oxford,  Ohio  45056. 

ZONE  5  UNIVERSITY  needs  Journal¬ 
ism  instructor  (print  and  electronic) 
with  documentary  film  experience  be¬ 
ginning  September  1975-  Teach  vari¬ 
ety  of  media  courses,  work  with  Uni¬ 
versity  publications  as  needed.  Rank 
and  salary  negotiable;  PhD  desirable, 
MA  required:  print  experience  pre¬ 
ferred.  An  Equal  Opportunity  Em¬ 
ployer.  Deadline:  IS  March  1975.  Box 
180,  Editor  ft  Publisher. 

NEED  ADVERTISING  AND  PR  spe¬ 
cialist  for  faculty  beginning  Fall  1975. 
Professional  experience  and  MA  or 
PhD  required.  Salary  negotiable. 
Equal  Opportunity  Employer.  Write: 
Dean  George  E.  Reedy,  College  of 
Journalism,  Marquette  University,  Mil¬ 
waukee,  Wise.  53233. 

POSITION  OPEN:  Instructor  to  teach 
basic  photog''aphy  and  advanced 
courses  in  advertising  and  illustration 
photography.  Qualifications:  Masters 
degree  and  experience  in  studio  ad¬ 
vertising  photography.  Available  for 
Fall  1975.  Submit  resume  to: 

Chairman,  Photography  Department 
School  of  Public  Communications 
Syracuse  University 
Syracuse,  N.Y.  13210 
Syracuse  University  is  an  Equal  Op¬ 
portunity/Affirmative  Action  Employer. 

JOURNALISM,  assistant  or  associate 
professor,  depending  on  qualifications, 
for  expanding  Department  of  Journal¬ 
ism  to  teach  in  news/editorial  sequence 
and  to  advise  university  studept  news¬ 
paper.  Must  have  PhD  and  media  ex¬ 
perience.  Teaching  emphasis  must  be 
on  skills  courses.  Salary  is  competitive. 
Department  added  three  PhDs  last 
year,  is  in  rapidly  growing  university 
located  in  state's  capital  and  state's 
media  center.  Program  is  professional. 
This  position,  along  with  possible  sec¬ 
ond  position  calling  for  the  teaching 
of  both  skills  and  substantive  courses, 
will  be  open  at  the  beqinning  of  Fall 
semester  1975.  Write  Dr.  Cliff  Law- 
horne.  Chairman,  Department  of  Jour¬ 
nalism,  University  of  Arkansas  at  Little 
Rock,  Little  Rock,  Ark.  72204.  UALR  Is 
an  Equal  Opportunity/Affirmative  Ac¬ 
tion  Employer. 


HELP  WANTED 


ACADEMIC 

NEWS-EDITORIAL  in  expanding  Jour¬ 
nalism  degree  program  to  teach  re¬ 
porting,  editing,  writing;  Masters  re¬ 
quired,  prefer  commitment  to  PhD 
plus  solid  news  and/or  college  teach¬ 
ing  background.  $11,500  up  depend¬ 
ing  on  qualifications.  Sand  resume  and 
salary  requirements  by  March  8  to: 
W.  j.  Stone,  Dept,  of  Communica¬ 
tion,  University  of  Texas  at  Arlington, 
Arlington,  Texas  76019. 


ADMINISTRATIVE 

AHENTION  PUBLISHERS:  We  have 
qualified  personnel  for  your  needs. 
Write  for  details.  CAREER  PLACE¬ 
MENT  CENTER.  P.  O.  Box  230  Bay 
St.  Louis,  Miss.  39520. 

ASSISTANT  PUBLISHER,  strong  in 
sales,  circulation  and  business  man¬ 
agement.  Established,  profitable  grow¬ 
ing  Southwestern  semi-weekly.  Will 
consider  your  investment  after  I  year 
record.  Start  $10,000  year.  Proven 
ability  and  references  necessary.  Box 
256.  Editor  &  Publisher. 

WEEKLY  publisher” 

Ambitious  profit  and  cost  conscious 
individual  to  take  complete  charge  of 
thriving  semi-weekly  In  delightful  West¬ 
ern  Colorado  community  with  tremen¬ 
dous  potential.  Must  have  background 
in  ad  sales  and  news  plus  aptitude  to 
learn  business  and  other  departments. 
Right  person  will  receive  thorough 
training.  Good  base  salary,  bonus  in¬ 
centive  and  excellent  fringe  benefits. 
Ground  floor  opportunity  in  congenial 
small  group  with  expansion  plans. 
Great  life  style  where  people  still 
know  how  to  relax.  We  recognize  and 
reward  talent  and  hard  work.  All  re¬ 
plies  confidential.  Send  complete  re¬ 
sume  to  Ed  Walthall,  Sentinel  Publish¬ 
ing  Co.,  Box  668,  Grand  Junction, 
Colo.  81501. 

ACCOUNTANT — Growing  newspaper 
group  needs  person  with  2  years  of 
public  accounting  experience.  Audit¬ 
ing  experience  required.  Opportunities 
available  for  potential  management 
position.  Send  resume  to  Speidel 
Newspapers  Inc.,  P.O.  Box  280,  Reno, 
Nev,  89501. 


CIRCULATION 

SHIRTSLEEVE  circulation  director  for 
large  semi-weekly  with  near-term  daily 
expectations.  Please  submit  full  resume 
with  salary  requirements.  Box  227,  Ed¬ 
itor  &  Publisher. 

PLAN  FOR  A  PROFITABLE  FUTURE 
32M  carrier  delivered,  controlled  cir¬ 
culation  weekly  seeks  conscientious,  ex¬ 
perienced  manager.  Publisher  interest¬ 
ed  in  converting  to  voluntary  pay. 
Excellent  potential!  Profit  sharing! 
Write  to  Publisher,  The  North  Jersey 
Suburbanite,  Box  608,  Englewood,  N.J. 
07631. 

CIRCULATION  MANAGER  for  Cal¬ 
ifornia  newspaper,  particularly  expe- 
rienced  on  medium  size  daily  and 
Sunday  newspapers,  little  merchant 
plan.  Strong  on  productive,  solid 
sales  procedures  and  personnel  re¬ 
lations.  This  is  exceptionally  attrac¬ 
tive.  home  delivery  oriented  commu¬ 
nity  but  knowledge  of  expans'on 
through  street  sales  also  important. 
Submit  complete  resume  in  confidence 
to  Box  192,  Editor  &  Publisher. 

CIRCULATION  MANAGER  for  8000 
northern  Michigan  award-winning  off¬ 
set  daily  with  17,000  controlled  circu¬ 
lation  weekly.  Looking  for  aggres¬ 
sive.  experienced,  promotion  minded 
manager.  Prefer  experience  with  vol¬ 
unteer  pay.  Sand  resume  and  salary 
requirements  to  Jim  Huckla,  Business 
Manager,  Cadillac  Evening  News, 
P.  O.  Box  640,  Cadillac,  Mich.  49601. 

CIRCULATION  MANAGER  for  15,000 
award-winning  suburban  Ohio  weekly. 
Seeking  experienced  manager  with  vol¬ 
unteer  pay  experience.  Excellent  op¬ 
portunity.  Resume  and  salary  require¬ 
ments  to  Box  278,  Editor  &  Publisher. 


HELP  WANTED 
'cLASsinEDlmERflsiNG 


HELP  WANTED 
OJSPLAY^DVERT/S/NG 


HELP  WANTED 

"^ed/tortaT^ 


HELP  WANTED 

^pressroonT 


EXPERIENCED  classified  advertising 
manager  needed  immediately  for 
(400  000  dross  weekly  newspaper  in 
Southern  California.  Must  be  top  sales¬ 
man  and  willing  to  hit  the  street.  Box 
210,  Editor  &  Publisher. 

CLASSIFIED  ADVERTISING  MAN¬ 
AGER/SALESMAN  tor  18,500  daily 
in  Area  2.  Pleasant  college  town,  off¬ 
set  plant.  Looking  for  aggressive  per¬ 
son  with  classified  experience  to  sell, 
service  classified  display  accounts  and 
supervise  department.  Prefer  No.  2 
person  on  larger  daily.  Send  resume 
and  salary  requirements  to  Box  193, 
Editor  &  Publisher. 

CLASSIFIED  AD 
MANAGER 

Sacramento.  California 
The  Sacramento  Bee  has  an  im¬ 
mediate  opening  for  a  person 
with  sound  classified  background. 
Managerial  experience  and  com¬ 
puterized  production  knowledge 
necessary.  Excellent  opportunity  for 
person  able  to  develop  full  de¬ 
partment  program  and  get  results. 
Apply  in  person  or  send  resume 
giving  the  details  that  will  con¬ 
vince  us  you  are  the  right  person. 

Personnel  Department 

The  Sacramento  Bee 

21st  and  9 

Sacramento,  Calif.  9S6I3 
An  Equal  Opportunity  Employer 

AGGRESSIVE.  CAPABLE  and  hungry 
individual  wanted  to  head  classified  on 
small  Zone  2  PM.  Low  salary,  high 
bonus.  Market  in  good  condition  and 
ready  for  the  right  individual  to  sell 
like  crazy  and  to  inspire  3  others  to 
do  the  same.  Lovely  community  far 
from  metros.  Tell  us  about  yourself 
including  salary  history,  experience 
and  why  we  should  employ  you.  Box 
270,  Editor  t  Publisher. 

"oArTpROciis/NG 

NEWSPAPER  SYSTEM 
SUPERVISOR 

A  person  with  strong  technical 
qualifications,  experience  in  text¬ 
editing  systems  and  potential  to 
grow  as  a  manager  will  play  a 
key  role  in  planning  and  imple¬ 
menting  the  news  and  classified 
end  of  the  publishing  system  of 
a  large  Zone  2  newspaper  em¬ 
barked  on  an  automation  pro¬ 
gram.  Experience  with  a  manu¬ 
facturer  of  text-editing  systems 
for  the  publishing  industry  would 
be  ideal.  Salary  open.  Replies 
confidential.  Box  250,  Editor  & 
Publisher. 

mSPLAYUDVERTIsiNG 

SPORTSMAN'S  PARADISE-lmmediate 
position  for  salesperson  suited  to 
small  daily.  Located  in  Nevada's 
finest  hunting  and  fishing  area.  Top 
benefits  package  including  paid  in¬ 
surance  and  profit  sharing.  Salary 
S9-I0,000  range.  Send  resume  to  Ad¬ 
vertising  Director,  Elko  Daily  Free 
Press,  P.O.  Box  1330,  Elko,  Nev. 
89B0I. 

dTsplay 

SALESPERSON 

Small  daily  in  Iowa  seeks  aggressive 
person  with  2-5  years  experience  to 
add  to  present  staff.  We're  showing 
strong,  consistent  gains  and  need 
ni  ire  help  to  handle  it!  If  you're  not 
al'aid  of  hard  work,  like  a  challenge 
and  feel  you  qualify,  we  want  to  talk 
to  you!  Salary  range  in  low  5  figures 
(depending  upon  related  experience), 
plus  liberal  incentive  plan.  Write  Box 
257,  Editor  &  Publisher. 

E6P  Classifieds — 

4s  effective  in  the 
newspaper  community  as 
your  newspaper's  eiassifieds 
are  in  your  communityi 
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ADVERTISING  MANAGER  with  high 
credentials  in  developing  all  facets 
of  display  and  classified  sales  man¬ 
agement,  promotion.  Medium  size 
Zone  5  non-metro  weekly  group.  Box 
222,  Editor  &  Publisher. 


RETAIL  AD  MANAGER 
I85M,  9  edition,  metro/suburban  week¬ 
ly  is  seeking  a  person  with  large 
weekly  or  metro-weekly  experience  to 
manage  a  staff  of  7.  Competitive 
market  with  2  dailies  and  several  week¬ 
lies.  We  offer  good  salary,  bonus, 
insurance,  profit  sharing,  car  allow¬ 
ance,  expenses,  etc.  If  you  have  a 
record  of  getting  things  done  in  a 
similar  situation  and  want  to  grow 
with  a  growing  company,  send  your 
resume  to:  Larry  Miller.  Community 
Press,  6940  S.W.  Sandburg  St.  Tigard, 
Drag.  97223. 

ADVERTISING  ' 
SALESMAN 

Great  opportunity  for  space  salesman 
;  with  2  to  3  years  experience  to 
‘  accelerate  h!s  development.  You  will 
work  with  a  growing  publishing  com* 

f>any  on  one  of  several  of  the  world's 
eading  hobby  publications.  Or  may* 
be  get  in  on  the  ground  floor  of  one 
or  more  brand  new  publications. 

You  must  be  able  to  sell.  You  must 
be  able  to  do  rough  layouts  and  han* 
die  detail.  There  wilt  be  limited 
travel  and  a  lot  of  telephone  work. 

If  you  are  interested  send  your  resume 
and  salary  expectations  to; 

Mr.  Wayne  Lawrence 
Vice  President 

Hobby  Publication  Advertising 

AMOS  PRESS  INC. 

P.  O.  Box  150 
Sidney.  Ohio  45365 

WANTED:  Experienced  media  sales 
person  for  local  class  magazine.  Must 
have  heavy  contact  with  New  York 
based  retail/restaurant  advertisers  and/ 
or  national/regional  accounts.  Remun- 
I  eration  negotiable.  Call  (212)  924-7997. 

^ottormT 

INVESTIGATIVE  REPORTER  for  na¬ 
tion's  largest  energy  newsletter  cov¬ 
ering  petroleum  marketing.  Salary 
according  to  experience,  but  about 
$13,500.  Send  resume  and  clips  to 
Observer,  2120  Wilson  Blvd.,  Arling¬ 
ton.  Va.  22201. 

WRITER 

For  maior  Midwest  private  foundation, 
who  desires  future  in  public  relations. 
Minimum  5  years  professional  news¬ 
paper  or  magaz  ne  experience.  Box 
179,  Editor  &  Publisher. 

TWO  REPORTERS — One  to  cover  the 
big^  developments  in  coal,  oil  and 
agriculture  for  the  biggest  daily  in 
Montana,  along  with  hederal  offices, 
court  features  and  investigative  work. 
A  second  to  team  with  day  police  re- 
I  porter  for  night  follow  through  on 
staff  breaking  news. 

7  or  3  years  experience  preferred- 
Show  us  a  half-dozen  clips.  Send  re¬ 
sume  to  W.  M.  Rosegen,  Editor.  The 
Billings  Gazette.  P.  O.  Box  2507, 
Billings.  Mont.  59103. 

An  Equal  Opportunity  Employer. 

COMPANY  OF  THE  CROSS.  Episco- 
palian  religious  order,  is  recruit  ng 
new  members,  men  or  women,  married 
or  single,  for  desk/ rewrite  staff  of  its 
new  western  Canadian  general  weekly 
news  magazines.  Company  members 
I  receive  as  pay  all  living  essentials  plus' 
a  small  cash  allowance.  Experience 
essential.  Write:  The  Minister  Com¬ 
pany  of  the  Cross.  11224  142  St..  Ed¬ 
monton.  Alberta,  Canada. 

EDITOR  for  prominent  North  Jersey 
weekly  newspaper  group.  Reportorial 
skills,  local  news  editing,  creative  ap¬ 
proach  to  features,  ability  to  adminis¬ 
ter  small  staff  and  knowledge  of  off¬ 
set  production — all  a  must.  Write  in 
confidence  to  Box  261,  Editor  &  Pub¬ 
lisher. 


MANAGING  EDITOR,  medium  size  ' 
Zone  2  daily.  Must  have  previous  ex¬ 
perience  in  running  a  newsroom.  Sal¬ 
ary  negotiable.  Send  resume  and  copy 
of  your  newspaper  to  Box  240,  Editor 
&  Publisher. 

COPY  EDITOR— Zone  3  PM  daily  seeks 
sharp,  experienced  copy  editor.  Write 
Box  242,  Editor  &  Publisher. 

STRINGER  needed  in  each  U  S.  Dis¬ 
trict  Court.  Weekly  responsibility  to 
obtain,  copy  and  mail  specified  court 
documents.  All  public  record.  Op¬ 
portunity  for  editorial  assignments. 
Pay  good  for  time  required.  De¬ 
pendability  essential.  Federal  courts 
only.  Only  one  stringer  per  court. 
Send  brief  description  of  your  current 
work  assignment,  address  and  tele¬ 
phone  numbers. 

Andrews  Publications  Inc. 

1634  Latimer  Street 
Philadelphia,  Pa.  19103 

WRITING  BUSINESS  EDITOR  with 
business  reporting  and  management 
experience  to  direct  editorial  of  wide¬ 
ly  accepted,  rapidly  growing  local 
business  weekly  serving  large  metro¬ 
politan  area  in  Zone  2.  Unusual  ca¬ 
reer  opportunity  for  individual  who 
can  make  general  business  writing 
live.  Send  resume,  clips  and  com¬ 
pensation  requirement  to  Box  4056, 
Editor  &  Publ.sher. 


MANAGING  EDITOR  for  Jewish  Com- 
mun  ty  semimonthly.  Experience  in 
writing,  editing,  production  and  ad¬ 
vertising  necessary.  Background  in 
Jewish  community  affairs  desirable. 
Zone  9.  Box  215,  Editor  &  Publisher. 

S$  CASH  REWARD  $$ 
WILL  PAY  CASH  FOR  INFORMA¬ 
TION  ON  REPORTER  S  JOB  OPEN¬ 
INGS.  SEND  LEADS  TO  BOX  220, 
EDITOR  &  PUBLISHER. 

EDITORIAL  WRITER  for  Florida  PM 
daily,  closer  to  conservative  than 
liberal.  Box  252,  Editor  &  Publisher. 

COPY  EDITOR  who  can  develop  into 
a  news  editor  for  suburban  newspapers 
in  New  York  metropolitan  area.  Stimu¬ 
lating  organization,  excellent  pay  and 
fringe  benefits.  Box  268.  Editor  & 
Publisher. 


EDITOR 


PRESSMAN,  experienced  on  web  off¬ 
set.  Northern  Celifornia  mu!ti-news- 
paper  plant.  Send  resume  to  Box  IBS, 
Editor  t  Publisher. 


PRODUCTION 

FAST  GR9WING  offset  weekly  and 
iob  shop  in  Maryland  needs  a  take- 
charge  production  manager  who  can 
see  beyond  the  initial  pay  and  grow 
with  our  company.  We're  looking  for 
dedication  and  experience  in  newspa¬ 
per  paste-up.  Camera  or  press  skills 
desirable  but  not  necessary.  Excellent 
benefits.  Box  174,  Editor  &  Publisher. 


PUBLIC  INFORMATION 

PUBLIC 

INFORMATION 

OFFICER 

desired  for  new  Housing  Allowance 
Office  program  in  South  Bend,  Ind. 
Challenging  position  requires  degree 
in  Journalism,  advertising  or  public 
communication  or  equivalent.  2  years 
writing  in  newspaper  or  TV  news  field 
and  in-depth  background  in  develop¬ 
ment  of  local  public  information  or 
outreach  programs  required. 

Please  send  resume  to:  Don  H.  Bal- 
thazor.  Housing  Allowance  Office,  Inc., 
620  N.  Michigan  St..  South  Bend.  Ind. 
46601. 

An  Equal  Opportunity  Employer  M/F 


Positions 
Wonted  .  • . 

^CADEmf 


YOUNG  Journalism  professor,  doctor¬ 
ate.  3  years  print  experience,  now 
teaching  at  Midwest  university;  seek 
Fall  news-editorial  teaching  post.  Zone 
3,  4,  4.  7,  8.  Box  232,  Editor  & 
Publisher. 


Outstanding  opportunity  to  lead 
an  innovative,  award-winning  staff 
on  rapidly  growing  medium  size 
daily  operation.  Staff  size  and 
editorial  expectations  consistent 
with  commitment  to  excellence 
and  success  in  a  dynamic  major 
suburban  market  of  unlimited 
growth.  Leadership  capability, 
superb  iournalistic  talents  and  pro¬ 
gressive  local  editorial  ideas  a 
must.  Excellent  compensation, 
fringes  and  potential.  Replies  and 
reference  requests  held  in  strict¬ 
est  confidence.  Box  272,  Editor 
&  Publisher. 

EDITORIAL  WRITER— Independent, 
progressive  Southeastern  daily  needs 
thoughtful  word-craftsman  to  write 
editorials  on  wide  range  of  subjects. 
Reply  with  complete  resume  to  Box 
249,  Editor  &  Publisher. 

SEX  NO  BARRIER:  A  sports  writer 
of  either  gender  needed  by  lively 
AM  metro  with  high  standa-ds.  Sam¬ 
ples  and  biography  to  Box  245,  Editor 
&  Publisher. 

wrRE"~EDITOR.  solidiy  capable  of 
handling  full  AP  and  UPl  tape.  Page 
I  makeup  for  very  lively,  busy  35.000 
6-day  PM.  Able  staff.  7-man  derk. 
Paper  very  long  established,  highly 
respected,  prize-winner.  Excellent  pay, 
benefits,  plant  and  working  condi¬ 
tions.  Chart  Area  I.  Box  244,  Editor 
&  Publisher. 

EDITOR — Mechanical  ability  essential, 
but  we  are  seeking  an  editor  who  has 
demonstrated  that  he  can  think,  can 
handle  potent  copy  and  can  motivate 
a  staff.  Award-winning  hard  news 
weekly  group.  Send  resume  to  Box 
254,  Editor  &  Publisher. 


ADMINISTRATIVE 

GENERAL  MANAGER  or  ad  director. 
Over  16  years  experience  including 
former  publisher.  34.  (515)  673-7485. 

ADVERTISING/SALES  PROMOTION 
manager.  Consumer  products,  all  media, 
IS  years  experience  Newspaper  back¬ 
ground.  Box  253,  Editor  &  Publisher. 

VICE  PRESIDENT  of  Marketing  for 
Metro  Newspaper  Service  enjoys  his 
association  with  Company,  but  dis¬ 
likes  commuting  and  working  in  Man¬ 
hattan.  He  desires  to  relocate.  A  top¬ 
flight  administrator  with  unusual  sales 
and  executive  abilities,  he  Is  seasoned 
by  practical  experience  on  metro, 
medium,  small  and  group  newspa¬ 
pers.  The  success  he  has  had  is  not  a 
coincidence.  What  has  been  done  for 
others  can  be  done  for  you.  Call 
Jack  Merrill  for  resume  at  Metro, 
(212  )  481-9500  or  114  Ackerman  Ridge¬ 
wood,  N.J.  07450.  (201)  652-3273. 

GENERAL  MANAGER-AD  DIRECTOR 
— Metropolitan  and  medium  size  mar¬ 
ket  competitive  experience  for  20 
years.  Budget,  goal,  results  and  team 
oriented.  Good  track  record  with 
strong  administrative,  sales,  market¬ 
ing  and  community  relations  back¬ 
ground.  Conveys  quality  in  work  and 
personal  image.  Seek  to  relocate  in 
General  Manager  spot  on  medium 
dally  or  as  Ad  Director  with  metro 
daily.  Age  43.  All  replies  will  be  con¬ 
fidential.  Box  280,  Editor  &  Publisher. 


CARTOONISTS 

NATIONALLY  PUBLISHED  cartoonist 
seeks  job  on  daily.  Hard-hitting  car- 
!  toons  speak  for  themselves.  Samples. 
I  Box  244.  Editor  ft  Publisher. 


EDITOR  SC  PUBLISHER  for  February  22,  1975 


Positions  Wanted... 

PERSONNEL  AVAILABLE  FOR  ALL  NEWSPAPER  DEPARTMENTS  &  ALLIED  FIELDS 


CARTOONISTS 

EDITORIAL  CARTOONIST,  nationally 
published,  has  an  independent  politi¬ 
cal  viewpoint.  Tearsheets.  resunre,  ref¬ 
erences.  Box  235,  Editor  &  Publisher. 

^CLASsinEDliDVERTISIN^ 

CLASSIFIED  MANAGER— 17  years 
newspaper  experience  with  top  met¬ 
ropolitan  daily.  Excellent  references. 
Prefer  Zones  I,  2,  3,  4,  6.  Box  164, 
Editor  &  Publisher. 


CIRCULATION 

CIRCULATION  MANAGER-Available 
immediately.  14  years  experience.  Pre¬ 
fer  Ohio  but  will  consider  any  Zone. 
Box  273,  Editor  &  Publisher. 


DISPLAY  ADVERTISING 

AD  MANAGER  experienced  in  sales 
training,  market  research  and  major 
account/contract  advertiser  develop¬ 
ment  seeks  growth  opportunity  with 
daily  or  weekly  group.  Large  metro, 
small  daily  and  weekly  background. 
College  grad,  33.  Box  248,  Editor  & 
Publisher. 


MONTANA  NEWSPAPERS— Display 

Account  executive  on  large  Eastern 
capital  city  daily  and  Sunday  newspa¬ 
pers  seeks  advertising  management 
position.  Resume;  character,  work  ref¬ 
erences.  Box  1 12,  Editor  &  Publisher. 


EDUCATION  WRITER.  Solid  news,  fea¬ 
tures,  analysis,  Yes!  Runner  for  The 
Daily  Tid-Bit,  No!  Metro  man  with 
family,  national  awards  must  have 
job  satisfaction.  Box  277,  Editor  & 
Publisher. 

NATIONAL  FOOD  COMPANY  exec, 
39.  seeks  return  to  first  love — news¬ 
papers.  7  years  major  metro  experi¬ 
ence,  20  years  freelancing  plus  ex¬ 
cellent  contacts  in  food  industry,  gov¬ 
ernment  agencies,  etc.  guarantee  top 
pro  coverage  of  all-important  food 
market.  Your  readers  want — and  need — 
more  than  just  presi  releases  and 
recipes.  I  can  give  it  to  them.  Box 
276,  Editor  &  Publisher. 


WASHINGTON  PRO.  now  at  Eastern 
statehouse,  prefers  Federal  capital. 
Covered  Congress.  White  House  for 
major  daily.  39.  Write  well.  Solid. 
Box  275,  Editor  &  Publisher. 


2  SOLID  NEWSMEN  have  what  you 
need — 50  years  of  writing,  editing, 
pictures,  layout,  makeup,  all  desks. 
Relocate.  Box  247,  Editor  &  Publisher. 


METROPOLITAN  SPORTS  columnist, 
light  touch,  seeks  change  of  scene. 
Would  consider  editorship.  Box  188, 
Editor  &  Publisher. 

REPORTER  for  semi-weekly  newsman's 
newspaper  wants  switch  to  daily,  any 
Zone.  Bright  features,  solid  in  gov¬ 
ernment,  education,  crime  news.  Pro¬ 
duces  under  deadline  pressurel  Write 
Box  237,  Editor  &  Publisher. 

EXPERIENCED  female  newspaper  re¬ 
porter  and  magazine  writer,  age  31, 
seeks  permanent  job  in  a  metropolitan 
area  in  Zones  1-5.  Recent  MA  from 
Missouri  J-school.  Box  175,  Editor  & 
Publisher  or  call  (314)  64^0697. 


EDITORIALS  OR  NEWS  FEATURES 
job?  Viet  vet  with  ideas.  MA,  news  ex¬ 
perience.  Box  163,  Editor  S  Publisher. 


EXPERIENCED  medical  columnist  look¬ 
ing  for  change.  Syndicated  Interna¬ 
tionally  5  years.  Question  and  an¬ 
swer  format  or  assay.  Box  197,  Editor 
t  Publisher. 


J-DEGREE — 7  years  on  job — agricul¬ 
ture.  energy,  education,  environment, 
transportation,  housing  and  health. 
Seek  job  on  daily  or  weekly.  Box  224, 
Editor  &  Publisher. 

EDITOR  &.  PUBLISH! 


EDITORIAL 

EDITOR  with  IS  years  experience  in 
all  newsroom  posts  seeks  editorial 
position  with  daily  in  any  Zone.  Can 
write  heads,  edit,  do  layout,  super¬ 
vise  staff.  Box  239,  Editor  &  Publisher. 

SPORTSWRITER,  26.  4'/2  years  30,000 
PM  Ohio  daily,  seeks  s  milar  post 
larger  paper:  hot  cold  makeup;  Zones 
2.  3,  4,  5.  Box  221,  Editor  &  Publisher. 


RECENT  COLLEGE  GRAD  seeks  po¬ 
sition  on  daily  newspaper.  Can  handle 
any  facet  or  i^ournalism.  Very  hard 
working.  Any  Zone.  Box  181,  Editor 
&  Publisher. 


CAMPUS  EDITOR.  Journalism  gradu¬ 
ate  with  college  paper  experience 
from  reporting  to  typesetting  seeks 
writing,  editing  job.  preferably  in 
Zone  2.  Box  238,  Editor  &  Publisher. 


SPORTS  EDITOR/WRITER  desires  spot 
on  daily,  any  Zone.  Single.  33,  6 
years  experience  high  schools  to  pro; 
columns,  layout,  some  camera.  Will 
consider  college  sports  information 
director  offer.  Ed  Meyers,  Box  6008, 
Newport  News.  Va.  23606.  (804)  599- 
3124. 

EDITOR — Corporate  publication  edi-  i 
tor  wants  to  get  back  to  news  desk. 
Experience  as  news  editor  of  small 
daily.  30,  married,  dependable,  ver¬ 
satile.  Prefer  West,  would  go  else¬ 
where  for  right  job.  Box  226,  Editor 
&  Publisher. 

NEWS  PRO 

HIGHLY  SKILLED  AND  EXPERIENCED 
ALL-AROUND  NEWSMAN  WITH  EX¬ 
PERTISE  IN  INVESTIGATIVE  REPORT¬ 
ING.  DESIRE  SPOT  ON  MEDIUM  SIZE 
OR  MAJOR  DAILY.  GO  ANYWHERE. 
BOX  230.  EDITOR  S  PUBLISHER. 


SPORTS  EDITOR/WRITER  seeks  posi¬ 
tion  in  Pennsylvania.  Daily  or  weekly. 
Experienced.  Box  4092,  Editor  &  Pub¬ 
lisher, 

SPORTSWRITER-EDITOR  seeks  oppor¬ 
tunity  to  advance  and  improve  in 
Zones  7,  8,  9.  Have  covered  all 

sports  but  track  and  field  my  spe¬ 
cialty.  2  years  a  pro.  Box  194,  Editor 
&  Publisher. 


ARTS  WRITER,  exceptional  ability  and 
education.  Any  Zone.  Box  231,  Editor 
&  Publisher. 

SPORTSWRITER  with  reportorial  col¬ 
umn  and  desk  experience  seeks  daily 
newspaper  work.  Recently  worked  in 
PR  for  major  tennis  organization.  Also 
some  radio  and  magazine  experience. 
Young,  creative,  enthusiastic.  Box  198, 
Editor  &  Publisher. 


COPY  EDITOR,  36.  currently  studying 
computer  programming,  seeks  job  in 
slot  or  on  rim.  5-year  editing  experi¬ 
ence,  including  metro,  anchored  solid¬ 
ly  to  5  years  of  reporting.  Howard 
Harmaning,  226  N.  Oak,  Bartlett,  III. 
60103.  Ph.  (312)  837-8501. 


WE'VE  GOT  what  you  naedi  Two 
daily  reporters.  I  MA,  3  languages; 
I  BA,  plus  desk,  layout  experience. 
Ready  to  go  anywhere  quality  mat¬ 
ters.  Clips,  resumes  on  request.  Box 
155,  Editor  S  Publisher. 


METRO-ORIENTED  PAPER  sought  by 
sports  writer,  28,  with  5  years  expe¬ 
rience  including  Olympics,  pro  base¬ 
ball.  Prefer  Southwest  or  Far  West. 
Box  203,  Editor  &  Publisher. 


REPORTER-PHOTOGRAPHER-3  years 
experience;  editing  and  AP  stringer 
'  background.  Bruce  McClellin,  643 
I  Third  St.,  Napa,  Calif.  94558.  (707) 

'  H4-2I76.  _ _ 

NEWS  EDITOR,  sharp,  mature.  Rim, 
I  slot  experience.  Strengths,  news  judg- 
'  ment.  layout  reliability.  Box  255,  Edi- 
'  tor  &  Publisher. 


SEASONED  PRO,  38,  seeks  reporter/ 
editor  position  with  daily  or  large 
I  weekly.  Will  relocate  any  Zone.  Box 
I  258,  Editor  &  Publisher. 

;  R  for  February  22,  1975 


EDITORIAL 

QUALITY  MEDICAL  WRITER  with 
metro  paper  experience,  also  strong 
on  general  features  seeks  position. 
Box  64.  Editor  &  Publisher. 


EDITOR-REPORTER,  6  years  experience, 
seeks  news,  sports  on  daily,  weekly. 
Zones  1.2,  5.  Ph:  (313)  546-6933. 


DEPENDABLE,  creative  sports  writer, 
27,  eight  years  experience;  seek  sports 
editorship  or  responsible  slot  on  10- 
50,000  PM,  any  Zone.  Enjoy  commu¬ 
nity  involvement,  strong  on  organiza- 
tion^  tight  yet  lively  human  interest 
writing,  extensive  editing,  layout,  ex¬ 
perience.  Complete  resume  on  re¬ 
quest.  Box  259,  Editor  &  Publisher. 


AWARD-WINNING  reporter-columnist 
with  national,  state,  regional  prizes 
for  coverage  of  law,  courts,  crime.  9 
years  experience.  32,  available  due  to 
closing  of  paper.  Joe  Kollin,  (305) 
267-4711  or  Box  A,  Titusville,  Fla.  32780. 


EXPERIENCED  reporter/photographer 
wants  position  on  daily  or  weekly, 
I  Zone  1-5.  Journalism  degree.  Strong 
I  background  in  Art  Music,  Theater. 
I  Box  262,  Editor  &  Publisher. 

'  RECENT  MA  Missouri  J-School  seeks 
{  newspaper  position  as  reporter.  Ex- 
I  perience  in  local  and  overseas  re- 
I  porting.  Hard  working.  Any  Zone.  Box 
I  264,  Editor  S  Publisher. 


PRICE  IS  RIGHT.  Free  2-week  tryout 
offered  by  magna  cum  laude  J-grad 
with  2  years  campus  writing/editing. 
Any  Zone.  Box  265,  Editor  i  Publisher. 


ENGLISH  GRADUATE  desires  Journal¬ 
ism  career.  Much  college  writing  and 
research.  Box  266,  Editor  &  Publisher. 


BROADCAST  REPORTER  with  6  years 
experience  desires  to  break  into  print. 
Competent  photographer,  own  equip-  j 
ment.  Lou  Kiskunas,  (303)  770-1907. 


AGGRESSIVE  young  sports  editor  and 
assistant  managing  editor  desires  em- 
I  ployment  on  PM  paper  in  Zone  3  or  4. 
{  6  years  experience  includes  layout, 
I  editing  and  management  expertise. 
Strong  on  local  coverage.  Resume  on 
request.  Box  269,  Editor  &  Publisher. 


RARE  FEATURES/NEWS  writer  seeks 
challenge  and  recognition  on  respon¬ 
sive.  medium  size  daily.  MS,  26,  BA 
Journalism,  3  years  experience  on  bi¬ 
weeklies  in  reporting,  editing,  layout. 
Box  271,  Editor  &  Publisher. 

REPORTER  with  Biology  Doctorate, 
Journalism  Masters  and  general  as¬ 
signment  experience,  eager  for  re¬ 
porting  job  with  prospects  for  a  beat 
I  in  science,  technology,  medicine,  edu- 
j  cation  or  the  environment.  Box  274, 
Editor  &  Publisher. 


FREELANCE 


BUSINESS  WRITER.  Fast,  accurate, 
experienced  in  depth  in  liquor  trade, 
taxes,  finance.  Great  on  annual  re¬ 
ports,  forecasts,  surveys.  Box  I6S, 
Editor  &  Pubisher. 

WRITER-PHOTOGRAPHER  seeks  New 
England  assignments;  20  years  experi¬ 
ence.  J-grad.  Box  284,  Lynn,  Mass. 

;  01903.  (617)  599-4362. 

SOUTHWEST  WRITER,  specializes  in 
j  energy,  business,  general  features. 

I  Will  travel  and  research.  Box  2888, 

!  Midland,  Tex.  79701  or  (915)  682-3249. 

!  ARTIST,  27  years  metro,  strong  on 
I  sports,  portraits,  caricatures,  edito¬ 
rial  spots.  Guaranteed  quality,  low 
rates.  P.  O.  Box  2823,  West  Allis, 
Wise.  53219. 


i  PHOTOGRAPHY 

!  PHOTOGRAPHER:  3  years  experi¬ 
ence  small  city  daily,  BA.  Sigma 
Delta  Chi,  aggressive,  news  and  fea¬ 
ture  oriented.  General  writing  experi¬ 
ence.  Relocate.  Resume,  portfolio  on 
request.  Box  228,  Editor  S  Publisher. 

FIRST  RATE  news  photographer  seeks 
full-time  position.  Willing  to  relocate. 
Write  Skip  Heine,  1920  S.  1st  St., 
;:z505,  Minneapolis,  Minn.  55404. 

BA,  25,  two  years  newspaper  experi¬ 
ence,  seeks  staff  photographer  posi¬ 
tion.  Resume,  portfolio  on  request.  Box 
170,  Editor  &  Publisher. 

PRESSROmT^^^^^ 

PRESS  FOREMAN'S  or  pressman's  post 
sought  by  web  offset  printer.  Also 
know  camera,  composition.  Can  han¬ 
dle  Urbanite,  smaller  presses.  $13,000 
wanted.  Write  Box  251,  Editor  &  Pub¬ 
lisher.  Currently  employed,  excellent 
references.  Please  give  full  details. 

PRODUCTION 

PRODUCTION  MANAGER 
Aggressive  top  producer  seeks  career 
position  with  progressive  company. 
Have  15  years  proven  leadership  abili¬ 
ty  with  solid  experience  in  letterpress, 
offset  and  hot  and  cold  type.  Can  take 
charge  all  production  departments  and 
I  maintain  auality  control  at  minimum 
cost.  Excellent  record  for  establishing 
good  labor  relations.  Box  263  Editor 
&  Publisher. 

:  ^^^PUBUC^ELATIONf'^ 

■  FINANCIAL  WRITER-EDITOR,  execu- 
I  tive  speechwriter;  6  years  financial  re- 
I  lations,  7  years  on  top  metro  dailies. 

Best  references.  Box  260.  Editor  & 
I  Publisher. 
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Shop  Talk  at  Thirty  By  Robert  U.  Brown 
More  on  new  Job  vistas  for  women 


Our  February  1  piece  in  this  space  on 
“New  job  vistas  for  women”  didn’t 
satisfy  some  of  our  women  readers. 

In  it  we  reported  on  a  fast  count  of 
names  in  E&P  year  book  listings  and 
found  680  women  with  corporate  titles, 
475  with  advertising  executive  titles,  226 
with  news  department  titles  (not  count¬ 
ing  society  editor,  women’s  editor,  etc.). 
Ill  circulation  managers,  11  mechanical 
or  production  superintendents,  26  com¬ 
posing  room  foremen,  4  mail  room 
superintendents,  and  one  pressroom 
forewoman. 

As  far  as  we  are  aware,  these  figures 
have  never  been  reported  and  we 
thought  it  of  interest  to  show  how 
women  are  achieving  stature  in  execu¬ 
tive  jobs  such  as  circulation  and  the 
production  area. 

We  even  expressed  the  opinion  that 
the  number  of  women  in  these  jobs  is 
much  higher  than  noted  “because  many 
of  the  E&P  listings  include  only  initials 
and  surnames;  also,  we  didn’t  attempt  to 
determine  the  sex  of  assorted  Pats,  Jer- 
rys,  Vernes,  Jesses,  Dales,  Robins,  etc.” 
Our  own  daughter,  “Robin,”  took  offense 
to  that. 

Two  other  readers  tell  us  our  figures 
are  “potentially  misleading”  and  out  of 
“perspective”  because  we  didn’t  say 
“compared  to  what.”  In  other  words, 
women  may  hold  the  jobs  we  mentioned 
but  how  many  more  men  hold  the  same 
jobs  on  the  nation’s  dailies? 

Patricia  A.  Farrell,  associate  editor  of 
King  Features,  tells  us:  “In  your  eager¬ 
ness  to  show  that  women  have  made  in¬ 
roads  into  the  areas  of  journalism  where 
men  have  been  the  traditional 
mainstays,  I  believe  you  fell  into  the 
trap  of  committing  a  sin  of  omission 
rather  than  commission  .  .  .  You  fail  to 
mention  the  number  of  men  currently  in 
management  position  and,  therefore, 
you  fall  short  on  scholarship.  What  per¬ 
centage  of  total  management  is  male 
and  what  percent  is  female?  ...  If  there 
is  nothing  to  compare  the  present  group 
against,  what  is  the  purpose  of  the  exer¬ 
cise?” 

Touche! 

But  aside  from  counting  the 
thousands  of  names  in  the  Year  Book 
(which  we  might  do  some  day)  we  don’t 
know  of  anyone  who  has  a  count  of  the 
number  of  people,  male  and  female,  hold¬ 
ing  down  all  the  executive  positions 
there  are  on  newspapers. 

Jo-Ann  Albers  of  the  Cincinnati  En- 


1774  daily  newspapers.  She  comes  up 
with  the  figures  that  95.2%  of  the  corpo¬ 
rate  titles  are  held  by  men,  73.2%  of  the 
advertising  titles,  97.4%  of  the  editorial 
and  news  department  titles,  93.7%  of  the 
circulation  managers,  98.5%  of  the  com¬ 
posing  room  foremen,  99.77%  of  the 
mailroom  superintendents,  and  99.94% 
of  the  pressroom  foremen  are  men. 

All  the  smaller  newspapers  do  not 
have  separate  titles  of  composing  room, 
mail  room  and  pressroom  foremen,  but 
even  then  the  percentages  will  be  pre¬ 
dominantly  male. 

It’s  a  good  point.  But  as  we  said  at  the 
beginning  of  that  piece,  and  this  one, 
whoever  thought  the  day  would  come 
when  a  woman  would  be  a  pressroom 
foreman,  or  11  of  them  would  be  compos¬ 
ing  room  foremen. 

That’s  still  news,  even  if  the  rate  of 
progress  for  the  women  isn’t  fast 
enough. 


• 

Photon  goes  bankrupt; 
new  owner  to  be  named 

Photon  Inc.,  which  filed  for  protection 
under  Chapter  11  of  the  Federal  Bank¬ 
ruptcy  Act  on  November  6,  1974,  was 
declared  bankrupt  by  the  federal  bank¬ 
ruptcy  court  after  creditors  rejected  a 
pronosed  repayment  plan. 

Under  ground  rules  established  on 
Wednesday  (February'  19)  by  the 
court  appointed  trustee,  the  company 
will  announce  on  March  14  the  success¬ 
ful  bidder  for  the  purchase  of  Photon. 

The  company  sent  letters  to  a  num¬ 
ber  of  interested  parties  requesting 
bids,  and  on  March  7  the  invitations  to 
bid  will  be  closed.  Photon  management 
expects  the  sale  of  the  company  to  be 
completed  by  March  31. 


Herman  Kubiat 


Herman  retires; 

Kubiet  promoted 

Laurence  T.  Herman,  62,  vicepresi¬ 
dent  of  sales  and  marketing  and  a  di¬ 
rector  of  the  Times  Publishing  Co.  and 
its  subsidiaries  of  St.  Petersburg,  Fla. 
has  announced  he  is  taking  early  re¬ 
tirement,  effective  immediately. 

Publisher  John  B.  Lake  said  Leo 
Kubiet,  50,  who  has  been  advertising 
manager  of  the  St.  Petersburg  Times 
and  Evening  Independent,  was  pro¬ 
moted  to  advertising  director,  effective 
February  6.  He  will  be  in  charge  of  all 
advertising  departments  of  the  two  pa¬ 
pers.  No  successor  was  named  for  Her¬ 
man. 

Herman  came  to  the  Times  as  adver¬ 
tising  director  in  1967.  Prior  to  that 
he  had  been  advertising  director  of  the 
Detroit  News.  Kubiet  joined  the  Times 
Publishing  Co.  in  1968  after  an  18-year 
career  at  the  Detroit  News  w’here  he 
rose  to  classified  ad  manager. 

Herman  wnll  remain  with  the  com¬ 
pany  through  June  30  in  a  consulting 
capacity. 

• 

Employee  car  rebates 

In  a  move  to  help  step  up  the  local 
economy,  the  Greenville  (S.C.)  Nevis 
Piedmont  made  an  unusual  offer  to  its 
regular  full  time  employees. 

The  company  wnll  give  $200  to  the 
employee,  his  or  her  spouse  who  buys 
a  1975  model  auto  from  any  of  the 
twenty  seven  new  car  dealers  in  Green¬ 
ville  County  from  today,  February  7 
through  February  28. 


Ask  the  Best  Broker  First! 

ii 


quirer  who  is  national  president  of 
Women  in  Communications,  Inc.,  comes 
up  with  a  projection  that  even  if  only 
partially  accurate  shows  women  news¬ 
paper  executives  in  the  distinct  minori¬ 
ty. 

She  has  taken  the  job  titles  we 
specified  and  assumed  that  one  person  is 
employed  in  each  category  at  each  of  the 
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LET  E&P  HELP  BOOST  YOUR  COLOR  LINAGE 


E&P’s  complete  package  of  editorial  content,  containing  current  color 
data  on  availability,  linage  and  advertising  success,  provides  the  environ¬ 
ment  for  your  promotional  advertising  .  .  .  published  MARCH  29,  1975. 

Start  planning  your  ad  copy  now  and  make  your  space  reservations 
early.  Deadline  for  copy  is  March  20.  Watch  your  ^75  color  linage  climb! 


- 


f 


‘*When  the  Post  pulls  an 

Our  circulation  lead  over  Cincinnati’s  other 
daily  is  up  more  than  50%  from  last  year.*  And 
getting  bigger  every  day. 

People  like  our  exciting  new  format.  Our  fresh, 
person-to-person  style.  Our  in-depth  coverage 


'ay,  the  Post  pulls  atvayl” 

of  news,  in  their  neighborhoods  and  around  the 
globe. 

Cincinnati  readers  get  much  more  out  of  our 
paper  every  day  . . .  because  we  work  harder  to 
put  more  into  it. 


The  Cincinnati  Post 

e0^e*mmait'A-  AJt4U4fK»^>«k. 
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